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Industrial Marketing | 


Agency executives strike back at critics of 15° 

Delta launches four big ways to merchandise the ads 
Beginning a new series: modern industrial catalogs 

Three-week drive pulls 2,197 inquiries for Fairchild 
Management sees diversification slackening . . forum 
Seek new lumber markets via $1,100,000 research 
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Catting Tire Cost 


od atrnenes 


— you can judge a 
book by its cover 


& BcOOAe HLL PORLICATION ~ PRICE bc 
The Coat AGE cover leads the subscribers into 
the book — makes them want to read. 


New, improved editorial format makes it 
easier for them to read. 


Editorial readership gets 
advertising readership.” 


That’s why Coat ACE is recognized by 
MA th | : 
¥, 1983 os readers and advertisers as the most useful 


4 Mone 
wwe PUBLICATION ™ Paice 
Me 


coal mining publication. 





*McGraw-Hill Research Department 
Data Sheet #1060. 


Efficienc 


JULY, 1953 


A MCGRAW-HILL PUBLICATION —PRICE 50¢ 


Sy UY z 
mp. Machine Made 8 
> + i é : 


COST CUTTING: How to use modern materials and equipment p 66 
ALUMINUM SHAKERS: Easier handling, faster installation p78 


SUCCESS STORY: Stripper tailors coal to markets . 


PILLAR-MINING TEAM: Miner and crawler shuttle car p 98 


330 West 42 Street, New York 36, New York 


o @ 


SAFETY TOPPERS: How Consot (Ky.) cut accidents 90% .. p 100 





CIRCULATION FIGURES VS RESULTS! 


In terms of Industrial Purchasing Power, and volume of Plant and other Purchasing use, T. R. far exceeds any 
other such publication—Note figures in A.B.C. Audit, supplied upon request. 


We could quite easily increase our paid circulation 
-eewould such an increase add to our advertisers’ 
results per dollar expended ? 


WE THINK NOT! 


It has been the policy of Thomas Register to screen all subscriptions and 
accept only those from industries whose purchasing power and volume justify 
acceptance of their subscription. 


However, thousands of Secondary Paid Subscriptions are supplied with two 
and three year old copies*, all that we can secure by repurchase from cur- 
rent subscribers who are willing to sell their previous editions, and the 
demand for past editions exceeds the supply available. These resale sub- 
scriptions are not included in the ABC circulation statement. 


It is our contention, and it has been substantiated over and over again, that 
the outstanding potential for T. R. advertisers (10,384 ADVERTISERS IN 1953 
EDITION) lies in the upper rated companies. Therefore, T. R. paid subscription 
clientele is concentrated among the companies that account for better than 
60‘. of the total Industrial Purchasing Power of the United States. 


Additional circulation from lesser rated concerns, would therefore result 
in added circulation rate for the advertiser with lesser results per dollar 
expended. 


Circulation ABC Current 1953 Edition 20,160 


*Resale of 2 and 3 year old copies, not included in 
Average continued use of \ ABC Circulation statement, plus copies passed inter- 
each copy exceeds two years plant to divisions, branches, etc. (very conservative- 


ly estimated). 30,000 
TOTAL COPIES IN USE* 50,160 


Every copy ordered and paid for! 
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2 REGISTER 


ema |b sat 96% PAID CIRCULATION 
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Thomas Publishing Company 
461 Eighth Avenue, New York 1 


September 1953/1 











THE NEW BOOM MARKET— 


SUMMER COOLING Is CENTERED 
IN THE WARM AIR HEATING FIELD 


During the next few years thousands of home 
owners will enjoy the wonderful comfort of cen- 
tral summer cooling. 


In new homes, summer cooling will be installed 
WITH warm air heating. In existing homes, it will 
be ADDED to the warm air heating systems al- 
ready installed. 


At the dealer level, who controls this market? 
The answer: dealer-readers of AMERICAN ARTI- 
SAN .. . dealers now doing the bulk of ALL resi- 
dential central summer cooling, as well as the bulk 
of ALL warm air heating. 


The ARTISAN is now in the midst of a great 
editorial campaign having two purposes: first, to 


Read About 


a Great 
Editorial 


Program 


Designed 


to Increase 
YOUR Sales 


help dealer-readers sell MORE summer cooling 
jobs; and, second, to help them select, engineer, 
install and service necessary products. 


Bulletin above highlights what we're doing to 
increase YOUR SALES .. . of vital interest to every 
manufacturer who has a stake in the residential 
summer cooling market. May we send you a copy? 


KEENEY PUBLISHING COMPANY 


6 N. Michigan, Chicago 2 
AIR CONDITIONING HEADQUARTERS 


Also Publishers of Heating, Piping & Air Conditioning 
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Industrial Marketing 


Far contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 
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NEXT MONTH 

The Copy Chasers find some good and bad advertising 

in the heavy construction field. 


Space buying tips in today’s competitive condition 
are offered by Harold A. Wilt of J. Walter Thompson Co. 
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MODERN RAILROADS’ 


EDITORIAL PACE 


GETS 





MODERN 
RAILROADS 


a 
Puen Suvenraes a at Worx 


The Southern 
Serves the _— ior 








A New Southern 
Serves the Growing South 


oe Pewee Exvenrone af Bons 














THE SOUTHERN ORDERS 

10,000 REPRINTS OF 100-PAGE 
| FEATURE ARTICLE! 96 PAGES 
ittstalindindanid OF EDITORIAL MATERIAL IN ONE 


KEY RAILROAD MEN DEVOTE 


VALUABLE TIME TO ISSUnt 


MODERN RAILROADS: 










e@ The pictures tell an on-the-spot, Every issue of Modern Railroads brings requests for reprints, 
moving story. ie , ‘ : - 
additional information or calls for extra copies—but our special 

Staff-edited for the broadest selec- pride is in the demand for thousands upon thousands of reprints 


1 and minutest interest! , 
saa eek cin requested by the railroads themselves! 


Each article is a project. Clear, con- ; ; ; ; 
ise—not rambling or unstudied! rhe special article above is no exception. Railroads tell us, ‘these 
cise-—ne é : -a. 

are facts we've never put together ourselves . . . please send a thou- 


Edited for quick reading of impor- 


ai — 

Oe 
RA SDERN 441 LEXINGTON AVE, WEW YORK © 459 THE ARCADE, CLEVELAND © 423 FIRST TRUST BLOG, PASADENA 
2 AILROADS 201 N. WELLS STREET, CHICAGO 6, ILLINOIS 


sand... two thousand, five thousand . . . and now, 10,000 reprints!” 


tant facts! 
That's Reader Interest . . . And it happens every issue! 
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RAILROADS 


SETS THE ADVERTISING PACE 
LEADS AGAIN IN ADVERTISING 





REVENUE GAIN —15T6 MONTHS 
1953 OVER 181 6 MONTHS 1952 


MODERN 
RAILROADS 








WAY MONTHLY C 
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RAILWAY MONTHLY A 
RAILWAY MONTHLY B 
RAILWAY MONTHLY D 
RAILWAY WEEKLY 
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BIG 


IN FORMAT-IMPACT-RESULTS 


BEAUTIFUL 


SEE FOR YOURSELF... 
WRITE FOR SAMPLE COPY! 


POWERFUL 


USE IT... AND KNOW! 
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WHAT IS 
YOUR ADVERTISING 
DOLLAR DOING FOR YOU? 


Hard selling days in the metal-working market are 


at hand. Your advertising must return to its true 
Position as a sales tool So... review your past 
advertising and consider what it has accomplished 


IN METAL-WORKING ADVERTISING PAYS FOR ITSELF 


@ it PRODUCES MORE SALES 
@ if DEVELOPS NEW CUSTOMERS 
@ It PROVIDES VALUABLE SALES LEADS 


F SALES Make Metal- Working a must mag- 
azine in your advertising schedule 


TRE MAGAZINE EDITED FOR INSTANT SALES ACTION 











YOUR ADVERTISING DOLLARS 
_.. into MORE SALES 


Over 25,000 circulation to key 
metal-working men. 
















19,887 circulation to produc- 
tion & engineering men. 






22,519 circulation in the 12 
metal-working states. 


hecause + 100% name circulation 


addressed to individuals by 
name and title. 


It IS the only » 100% verified circulation. 
100% Ad Visibility. 

Bs i ' ). Over 70,000 active sales leads 
metal working magazine delivered from advertising and 
editorial items during the past 
year. 







that provides these 


Edited exclusively for men who 
use and buy metal-working 
equipment, materials, parts and 


10 Advertising Values aaeabe 


9%. Quick reading editorial items, 
presented in concise, pictorial 
style. 







Outstanding editors with over 
22 years of publishing experi- 
ence in the metal-working field. 











lt itis used in the metal-working induatry 





it helongs tn 
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Published by 
SUTTON PUBLISHING COMPANY, INC. 


Also publishers of FILE ECTRONIC FQLIPMENT © CONTRACTORS ELECTRICAL be pMi * Hit ' 1 POULIPMENT 









172 SOUTH BROADWAY © WHITE PLAINS, N.Y. 
WHite piains 9-8500 
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Here’s a fact 
you can 


Chemical - 
Engineering Uy 
Progress 
is published 
for 
Chemical Engineers 
in responsible 
charge. 


No other 
publication serving 
the chemical 
process industries 
offers you such a 
select, no-waste, 
engineering 
circulation! 


Chemical 
Engineering 
@® Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


120 East 41st St., New York 17, N. Y. 
BARAT RIOE RY BEAST ET —_ 

Remember... » 

the engineer is educated © 

to specify and buy! ; 


“Siny nese SNS GRE 
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@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


This man doesn't go along 
with Wolters, Business Week 


® TO THE EpiToR . . In his excellent 
article, “How to take good pictures 
...’ Mr. Wolters writes with author- 
ity based upon his fine work with 
Business Week and his own expe- 
rience as a photographer 

Yet in his effort to drive his points 
home, he at times seems to overstate 
his case. For example: 

*While the 35 mm camera will 
perform excellently under many 
difficult conditions (I often use a 
Canon with a 1.9 Serenar lens that 
can do almost everything but turn 
on the coffee pot), it is not the end- 
Many of the “photo- 


whose work he praises 


all in cameras. 
journalists” 
use the twin lens reflex camera that 
takes a 214 


Some use even larger cameras. 


inch square negative 


The larger negative is easier to 
crop and to enlarge. It is also easier 
to process. Almost surgical cleanli- 
ness is needed when working with 
35 mm film as any speck or imper- 
fection blows up to tremendous size 

The 35 mm can’t be equalled, I 
believe, when it is used as an “in- 
terviewing eye” taking a series of 
pictures of a personality at work, in 


lecture haH. A 


larger size camera often does better 


the classroom or 


on industrial shots 

Actually the man using the cam- 
era picks the size and style he finds 
he can do his best work with 

*Mr. Wolters is correct when he 
frowns upon the use of excessive 
equipment which some photogra- 
phers have been known to truck into 
Yet the natural light tech- 


nique can be overdone. For ex- 


plants 


ample, the top right-hand picture 
on page 54 could be considered an 


extreme example of natural light 


photography. The picture shows 


very little. I know that I would be 
reluctant to submit it to a picture 
than as an “atmos- 


editor other 


phere” shot. 

Recent advances in photography, 
especially in the use of strobe high 
speed repeating lights and slave 
units, make lights relatively pain- 
Bounce lighting 


(aiming flash bulbs at the ceiling) 


less to work with 


also gives a good light that can do 
a better job indoors than natural 
light alone usually will. 

*Unless I were on hand, I would 
hesitate to take Mr. Wolters’ ad- 
vice to submit all negatives taken 
on a picture layout. Contact prints 

. especially those made from 36 ex- 
posure 35 mm film strips . . are no 
things of beauty. 

Not only would the public rela- 
tions man in a plant located, let us 
Wis., face the 
problem of submitting as much as 


say in LaCrosse, 
250 such prints (only seven rolls of 
film), but he would also face the 
almost insurmountable problem of 
writing as many captions in such a 
way that they would make sense. 
Isn't 
him to select a dozen or so of the 


it really more efficient for 


better pictures .. in my experience 
giving New York City press repre- 
sentation to out-of-town firms I 
find he usually is well qualified to 
do so give them continuity and 
story, and then submit them? Cer- 
tainly, if he New 
York with his contacts and spend a 
few hours with Mr. Wolters to se- 


lect the right prints things would be 


could come to 


dandy. 

But would Mr. Wolters be pre- 
pared to cope with that situation if, 
let us say, 50 or so public relations 
men throughout the country sud- 
denly decided to submit hundreds 
of contacts before developing cap- 
tions, continuity, ete. 

Again, there is the problem of ar- 
riving at a balance between the 
magazine's and the public relations 
man’s interest. A picture that may 
be beautiful technically and appeal 
to Mr. Wolters might not bring out 


-ontinued 





... and NOW 


erican 
viation 


comes the ONLY aviation magazine offering the 
double benefit of both ABC and CCA circulation. 
This combination affords unassailable proof 
of reader preference plus industry-wide 
coverage. With circulation already 
over 41,000, American Aviation is FIRST 
among the important groups who 
buy your products: manufacturers, 
air Carriers, government and military 
agencies, corporation aircraft and others. 
Combining unequalled power and prestige, 
American Aviation is the No. 1 medium 
in the Nation’s No. 1 market. 


Write for complete information 


AMERICAN AVIATION PUBLICATIONS, Inc. 


ADVERTISING OFFICE: La Guardia Airport, New York City, N. Y. 





LISTS EVERY *% 
KNOWN PRODUCT 


...All Manufacturers 
“© and their addresses 


...All trade 


D ANNUALLY SINCE 1931 
...subscribed to and paid for by 
the 17,000 Engineers, Contractors, 


Wholesalers and Manufacturers 


© MOST WANTED BOOK in | te wins is sone 


__ Heating, Piping and Air Conditioning industrial, Commercial, Public and 


oy Institutional Building Market. 
i 
es 


ustrial Marketing 





HERE IS THE ONLY ECONOMICAL WAY 
to have your BASIC INFORMATION in 
the hands of the RIGHT Men at the RIGHT times 











design heating, piping and air 
conditioning systems. 





If you rate this field of heating, piping and air conditioning 
important to your company’s sales—then by all means present 


your product data in HP&AC’s January Directory Number. 








As other manufacturers do, you should detail each adaptable 





ENGINEERS IN PLANTS AND 

OTHER LARGE BUILDINGS who product, give capacities and dimensions...include complete, intel- 

control the heating, piping and 

air conditioning within their ligent data from which consulting, plant and building engineers 
organizations. 

can specify your products—from which companies, building man- 





agements and contractors can buy. 


You can insert your present product literature, or we can 


print whatever you may require. Either way, the cost per page 











CONTRACTORS who purchase per thousand is surprisingly low—and both agency and cash 


and install heating, piping and 


air conditioning products. discounts apply to the total amount of space used. 


Reserve Space NOW/ 


No other single job of sales promotion will do 





you as much good as adequate space in HP&AC’s 

Product Directory. Act now! Shall our nearest repre- 

MANUFACTURERS AND WHOLE- sentative call, or do you want explanatory Bulletin , 

SALERS who make and distribute / 

heating, piping and air condition- 
ing products. - 











shown at right? 


KEENEY PUBLISHING . 6 N. MICHIGAN + CHICAGO, ILL. 


AIR CONDITIONING HEADQUARTERS 
NEW YORK: 1734 Grand Central Terminal CLEVELAND: 3734 Woodridge Rd., Cleveland Heights LOS ANGELES: 672 s. LaFayette Pork Place 


September 19§ 3/u 
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Average units of advertising 
issue 


REACHING OVER 


20,000 veririeo 
ELECTRICAL CONTRACTORS 


Contractors’ Electrical ent affords its advertisers a big- 
ger share of today’s multi-billion dollar market... 

..-And more and more advertisers are taking advantage of 
this exclusive coverage as proven by the fact that... 


THE AVERAGE NUMBER OF ADVERTISING UNITS PER ISSUE 
HAVE MORE THAN DOUBLED SINCE 1949. 


... And results from advertising has kept pace with this amaz- 
ing advertising growth as shown by the... 


MORE THAN 47,000 SALES PRODUCING INQUIRIES 
" DELIVERED FROM ADVERTISING AND EDITORIAL ITEMS 
| DURING 1952. 


re 


cs MAKES MORE SALES BECAUSE 
IT MAKES MORE CONTACTS 


_ (ConTRACTORS’ 
_ JSLECTRICAL /SQUIPMENT 


sblished by 


SUTTON PUBLISHING COMPANY, INC. 


so put h f METAL-WORKING © ELECTRONIC EQUIPMENT e ELECTRICAL EQUIPMENT 
172 South Broadway White Plains, N. Y. 
White Plains 9-8500 
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the idea the publicist had in mind. 
Should that picture be submitted? 
Generally there is more than one 
such picture in any series shot. At 
the moment it looked good, but for 
one reason or other, company pol- 
icy kills it. The result: no picture. 

*I agree most heartily with Mr. 
Wolters that Miss Widget of 1953 
holding an assortment of nuts and 
bolts has been over-done. So has 
the hand-shaking approach. Both 
should be in the R.IL.P. category. 

The fault, however, need not be 
that of the photographer. More 
often than not it rests with the man 
who tells the photographer what he 
wants taken, whether he be a 
“photo-journalist” or a press pho- 
tographer. 

The angles given to pictures that 
are home-shot within the plant in- 
stead of by a magazine assigned 
photographer also are the result of 
combined skill, ingenuity and imag- 
ination. Working with newspaper 
and press. service photographers 
through the years, I find they have 
as much ability and imagination if 
given the chance to display those 
qualities as many of the magazine 
photographers 

Instead of laying down the law 
that the “photo-journalist” be used, 
why not pick the best man you can 
afford and shoot your script after a 
specific magazine has approved the 
story idea and script. After all, 
photography is expensive 

The habit of querying before 
shooting has saved heartaches, 
headaches and dollars for many a 
public relations man. Sometimes 
too, a query leads to the magazine 
itself assigning a staff or string pho- 
tographer. Much cheaper and bet- 
ter that way. 

JACK GALUB 

Public Relations Consultant, 


New York. 


Says it wasn’t booth attendant 
whom IM editor tapped 

® YO THE EDITOR . . Naturally, we 
were very much interested in the 
article which you published in your 
magazine's July issue about the 5th 
National Material Handling Exposi- 
tion. We appreciated very much the 
kind remarks and the orchid which 
you tossed our way. This letter is 
being offered not as an excuse but 





a feeble attempt at an explanation 
of a condition which you described 
on page 74. 

In to set out our sales 
agents, their salesmen, and our own 
people from the visitors, we de- 
cided that each of the men should 
be provided with a bright blue tie 
with the Work-O-Matic Box and 
Positioning Stand painted on it in 
bright orange. We also had sales 
meetings with a different group of 
salesmen before the show opened 
each morning. We believe the peo- 
ple whose attention you were trying 


order 


to attract were three left-over sales- 
men from the sales meeting, talking 
with a technical man who recently 
retired as general storekeeper for 
one of the utility companies. 

This retired storekeeper was ex- 
plaining the application of the Vu- 
O-Matic Rotary Stand which was 
the item in the back of our booth 
with the small jars and which ro- 
tated. 


were 


In other words, these men 
the 


meetings, which, of course, does not 


“left-overs” from sales 
excuse the situation. 

The matter of literature was tak- 
ing the advice of the show manage- 
ment literally. Saul Poliak 
talked to the members of the Ma- 
terial Handling Institute and ad- 
vised against pressing too much lit- 
erature into “hot damp hands,” sug- 
gesting the mailing of it. 

Perhaps we went overboard in 
this respect . . we will certainly fol- 
low the very good ideas of Rapids 
Standard Co. with their literature 
rack at future shows. 

Thanks again for your comments. 

L. WEST SHEA 

Manager, Materials Handling 

Sales, Union Metal Mfg. Co., 

Canton, O 


too 


How can a company change its 
mame ..and reap dividends 


® TO THE EDITOR . . I wonder if you 
could help us, please. 

One of our customers is a com- 
pany which, through acquisition 
over a span of 50 years of other 
firms in the same line of business, 
now finds itself operating with five 
firm names. The general manager 
of the company is considering 
making the change soon to one name 
under which all five of the units will 
operate. 
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Hw ab YOU select 


2 


your industrial plant operating magazine - 


We'll bet there are probably three bic factors that 
influence your decision. Check these for example— 


Does the magazine reach the key 
plant operating buying influence? 


Does the magazine circulation cover only the plant oper- 


ating men I| am interested in, with no waste circulation? 


Does the magazine reach the key plants responsible for 


, t 
the largest percentage of plant equipment purchased? 








14 / Indu: trial Marketing 





There are, no doubt, several other key questions 


but kets take number HW... 


“Does the magazine circulation cover the plant operating 
men | am interested in, with no waste circulation?” To tind 


the answer to this question, check these facts ... 


1. There are 24,620 plants of 100 employees or over, which 
employ 75% of all industrial employees in the country. 
These plants represent 76% of the total value of manu- 
facturing. 


. There is at least one plant engineering functional man in 
each of these 24,620 plants. 


_In the 4,447 plants in the country with more than 500 
employees, there are approximately 3 plant engineering 
men. 


. Simple arithmetic then shows two times 4,447, which 
equals 8,894, plus 24,620 or 33,514 plant engineering men. 


_ Plant Engineering with a circulation of over 36,000 
representing over 24,000 manufacturing plants enables 
you to “Pin Point” your advertising to the greatest 
number of plant engineering men, without wasteful 
circulation to minor buying influences. 


. Check these plant figures and Plant Engineering’s figures 
against any other industrial plant magazine. Find out 
how many plant engineering men you actually reach at 
the same unit cost. 


1 , Reaches over 36,000 pliant engineering men... more plant engineers than any 
other industry trade paper. 

2 Reaches over 24,000 key plants in the United States, which are responsible for 

“purchasing 76% of the Country’s industrial plant equipment. 

3 Reaches more plants with 100 employees or over, than any other industrial plant 
operating paper. 

4 Pin points your sales message to your number one buying influence of plant 
equipment at the lowest cost per thousand. 


5 .Guarantees editorial material in every issue of vital interest to all of its readers. 


@ REMEMBER - « » Sell the plant 
engineer ... and you've sold 
your product. 


For more detailed facts... write for 
PLANT ENGINEERING'S “Comparison 
Test." Technical Publishing Company, 
110 South Dearborn 5St., Chicago, til. 


September 1953 /18 





Davidson Corporation 


June 3, 1953 


Mr. Lucien M. Brouillette 

Vice President 

Marsteller, Gebhardt and Reed, Inc. 
185 North Wabash Avenue 

Chicago 1, Mlinois 


Dear Lucien:- 


It has been almost impossible to take the time tc 
even drop you a note keeping you informed on what's happening at 
this end, The pressure caused by the move has been terrific 
indeed - but, thank goodness, we've been able to keep fron 
worrying about the advertising program as well. With you on toy 


of it, we haven't spent any time in that direction 

The recent ads have been extremely effective, 
Lucien, and you can feel that you're on the right track and should 
continue along the same lines, The inquiries have practically 
doubled and the response from the Distributors to the offer t 
supply ad reprints for mailing prices has been amazing. That's 
one of the reasons I feel the recent series of ads have been in the 
right direction, There have been better than fifteen thousand 
copies ordered - and since this is the first time the Distributors 
have had to pay for them, that seems remarkable to me, 

I'm looking forward to seeing you soon, 

Sincerely, 
t g. TMawhe_ 


L. E, LA GANKE 


LEL:mn 


e Enclosure 


Davidson Corporation is 

one of 70 advertising clients of 
Marsteller, Gebhardt and Reed, Inc. 
Chicago, Pittsburgh and New York 





Many detailed and factual 
market analyses are . offered 
by business paper publishers. 
You can get them by referring 
to your 1954 
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Industrial Marketing 


He’s concerned with these two 
things and has asked us to help him 
in digging out the information: 

(a) Anything that has appeared in 

your magazine (or perchance in 
book form) relating to the prob- 
lems and the technique, so to 
speak, of making the change of 
name with the least possible 
upset and the maximum 
amount of public relations 
value. 
Can you recommend any sound 
public relations consultant who 
would sit in with this man and 
advise him on this change? 

If you have used any editorial in- 
formation on this subject and can 
provide us with photostats, please 
do. Please also enter our subscrip- 
tion to Industrial Marketing. 

We'll be very grateful to you for 
any help you can give us. 

THOMAS J. TIERNEY, 

Publisher, New Engand Print- 

er, Boston. 

[Tear sheets sent of: “How Estab- 

lished Company Successfully 

Changed its Name” (IM, April), 

“Flexonics Tells Why and How to 

Promote New Name” (IM, July, ’52 

and “Columbia Campaign Boosts 

Buyer Recognition of New Name” 


(IM, Oct. ’52) . . Ed.] 


How do you choose an agency? 
® TO THE EDITOR . . Would you 
please tell me the publication dates 
of any issue containing information 
on how to select an advertising 
agency? 

Inasmuch as I might not have the 
back issue to which you refer, could 
you send me a clipping of any such 
articles? 

G. LINCOLN RYTHER 

Advertising & Sales Promotion 

Dept., Boston, Mass. 

[“Ten Steps to Choosing a New 
Advertising Agency” by Raymond 
P. Wiggers (IM, July, *52) should 
be helpful . . Ed.] 


Wants more than four steps 
for handling ad inquiries 
® TO THE EDITOR . . I have been 
reading recently the article in your 
October, 1952, issue by Sidney Clay- 
ton entitled “Four Steps to Evaluat- 
ing Inquiries.” This is the second 
of two articles on this subject by 
this author. 

Can you send me a reprint of Mr 
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WILL HIS SPECIFICATIONS 
CALL FOR YOUR PRODUCT? 


For example, consider Maurice HL. Connell & Associates, 
Inc., consulting engineers of Miami. Services rendered 
include: Investigations ... Reports Consultations 

Designs... Plans... Specifications... Supervi- 
sion of Construction, 


Ask ‘Truman B. Wayne & Associates, of Houston. In 
the industrially mushrooming ‘Texas-Louisiana Gulf 
Coast area, these consulting engineers provide: Archi- 
tectural, Civil and Structural Engineering Services 
Business and Financial Studies and Advice... Chemical 
and Product Development ... Chemical. Mechanical 
and Electrical Engineering. 

Many of their projects include not only 
specifying and buying of equipment, but the 
final supervision of construction and 
installation! 


* ' 
1 ¢ thre } ii ti i jhe 





the } 





Man who TELLS the GIANTS!” 


ke A A, OOD 


CONSULTING ENGINEER is the ONLY 
publication edited for the vital, 
special interests of this profession. 


Through its advertising pages, you can reach ALL the 
7.600 Consulting Engineers who wield great and grow- 
ing industrial buying power. CE cireulation is carefully 
controlled, addressed by name and title to individuals 

.in firms pre-selec ted for the value of projects recently 
completed. 


Its abig advertising buy-now! So discuss CONSUL LT- 
ING ENGINEER with your clients (or ageney) right 
away. (Rates are suprisingly low!) Listed in’ SRDS 
Business Publica- 
tions Section and 
1953 Market Data 
Book. Or contact 
your nearby Ck Re- 
presentative for 
details. 

(losing Date: 10th 
of month preceding 
date of issue. 
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What does Industry and Power offer you 
that is unmatched in-advertising vatue ? 


field, only I&P gives you the unmatched 

fficiency of plann ed, bulls-eye . For 

&P concentrates on one natural mar ket--at one 
ting level of indus’ try: The level of Ex 

tives and Engineers responsible for Engineered 


Plant Services. 


How does i€P hand-pick the men 
responsible for Engineered Plant Services ? 


There's no magic, no hit-or-miss salesmanship in the 
I&P method. Our circulation list is hand-picked 
through expensive, persistent, painstaking hard work 
and unceasing follow-up. From every prospective 
worth-while plant, we get the names, titles and < 
dresses of the men who actually perform the job 
func of Engineered Plant Services. ne 


selectivi ty 





In its 
e 
. 
at 








tions 


That way, we penetrate the confusion of misleading 
“official” titles--and locate the individuals who 
plan...engineer...select...install...operate. 

and maintain Engineered Plant Services and Equipment 
like that illustrated above. 


So Industry and Power goes to the Executives and 
Engineers responsible for delivery within the plant 
--when, where and how needed-- of Electrical Energy 
: team Power...Compressed Air...Water...Condi- 
tioned Air...Gas etc. Our readers are also re- 
sponsible for Mechanical Drive Systems...Industrial 
Waste Disposal...Bulk Materials Handling...and 
other aeeaae jobs. 


‘Top-quality editorial material further 
Selects_readers you want to sell... 


With timely, top-notch editorial articles-—-wri 
for the Executive-Engineer level--—I&P again makes 
sure of planned "reader selectivity" 





tten 


Thus all the men who receive 
are men who specify and buy-——becaus 
job to buy! 


I&P--and read I&P-- 
e it's their 


For complete details of Industry and Power's adver— 
tising values, contact your nearby Represe 


Industry and Power 


Established 1920 
420 MAIN STREET-ST. JOSEPH: MICH.. 


If 


For Executives and Engineers Responsible 
for the Engineered Plant Services 


nei Ve ating: 


® 


Tadui esas 


Diesels; Fu 
sal Stokers and Firi a 
Coal, Ash, 
Bulk Hand] ing 


enance 
and Tools 


Motors, _ sp Maint 


yey Su 5 ly Air Cosp rs Equipmjent 


Corrosion Control 


SCHEDULE 
THIS MAGAZINE 


FOR UNMATCHED EFFICIENCY 
IN PRE-SELLING MEN WHD 
PERFORM THESE JOB FUNCTIONS 


ENANCE & RE PAIR OF 
ERY & EQUIPMEN 


STEAM-POWER FACILITIES 
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ONLY Industry and Power HAS 
PAINSTAKINGLY HAND-PICKED 
ITS ENTIRE CIRCULATION TO 
SERVE ALL THIS FIELO-AND 
“THIS FIELD ONLY] 














Clayton's first article? If not, can 
you tell me what issue of INDUSTRIAL 
MARKETING carried it? 
W. B. MARSHALL 
Sales Promotion Manager, 
Chain Belt Co., Milwaukee, 
Wis. 


Wanted .. best methods 
for devising a trade-mark 


® TO THE EDITOR .. We are interested 
in obtaining stories and information 
about good company identification. 
We would especially like material 
pertaining to the rules of formulat- 
ing a good name . . one that can be 
used as a trade-mark . . and the 
methods of bringing that name to 
the attention of the public. We 
would like rules and methods which 
are basic enough to include small 
local companies as well as large na- 
tional firms. 

Any examples or stories of com- 
panies which have had success in 
bringing their names before the 
public would be most helpful. We 
would also appreciate suggestions as 
to where material of this nature 
might be obtained. 

CATHERINE COHOLAN 

Research Dept., Fuller & Smith 

& Ross, New York 


Seeks information on 
small agency charges 


® TO THE EDITOR .. I am very much 
interested in the article which Bob 
Aitchison prepared for the March, 
1953, issue of INDUSTRIAL MARKETING. 
The article appeared on Page 16, 
“Problems in Industrial Marketing,” 
and was entitled, “How Much 
Should Small Agency Charge its 
Small Accounts?” 

I have looked for a continuation 
of this topic in subsequent issues, 
but was very disappointed on not 
seeing this again. Do you have ad- 
ditional material, information, etc. 
on this subject? I shall be a very 
happy person if you receive further 
information on this topic. 

We are a comparatively new 
agency and have not as yet formu- 
lated a definite policy or established 
a cost system. 

CHARLES KESHIAN 

Charles Keshian Advertising 

Service, Paterson, N. J. 

More letters appear on page 51 





Consistently carries more 
pages of advertising than the 
next four papers combined. 


Reaches more plants with 


_ buying power — more NEW 


plants. Circulation verified by 
Western Union. 


The No. 1. publication on 


- practically every readership- 


preference study made to the 
woodworking field. 


Low cost per thousand cir- 


. culation. 


Produces results for adver- 


. tisers. 


55 years of industry leadership and growing popularity 


accounts for WOOD WORKING DIGEST's large cir- 
culation. Alert editorial content reports and anticipates 
industry trends, developments and problems. More than 
95°% personalized, it is read by most of the top executives 
— owners, managers, superintendents and engineers with 
buying authority. Every copy is directed to the right 
man and every man is a logical prospect for your prod- 
uct or service. Pocket-size — modern format — easy to 
read and use. Put the sales power of the DIGEST behind 


your product. 


Cay. 


24-page Data File based on NIAA 
outline. Latest market figures, gov- 
ernment statistics and publication 
data. Helps you determine the sales 
potentials for your products in the 
huge woodworking industry. Write 
for your copy. 








(Advertisement) 


trends 


in Canadian imports 
of industrial products 
show very substantial 


gains in 2 years. 


re you getting your share? 


Between '49 and ‘51 the imports of 
electric motors and apparatus, bits 
and drills, roller bearings, valves, 
scales, industrial furnaces and parts, 
welding apparatus and miscellane- 
ous iron and steel products, to 
mention only a few, rose from $56 


million to $99 million, a gain of 


77 


And in 1951 the U.S. sold 70% of 


what Canada imported. 


It is neither difficult nor costly to 
make your products known and to 
sell throughout Canadian industry 
by means of the one publication 
reaching all substantial buyers of 
industrial products in all parts of 


the Dominion .. . 


CANADIAN 
INDUSTRIAL 
EQUIPMENT 
percocet 


A National Business Publication Jf pmemeemaneancemmnim —” 
My, 


ON 


Exactly the same principles which 


have made IEN the outstanding in- 
dustrial product newspaper in the 
States have been successfully ap- 
plied in Canada for the past 14 
years, resulting in self-evident lead 


ership, in plants covered, officials 


reached and number of advertisers 


benefited. 


Head Office: Gardenvale, Que. 
Atlamta, Ga L. O. Coburn, 3 Villa Drive 
Birmingham, Mich.; Lloyd G. Saulter 
19858 Kirkshire Ave Boston 8; H. ¢ 
W hiteley 0 Beacon St Chicago 4 
’ & R. H. Irvine 0 West Jackson 
Cleveland 14: M. H. Pierce, 
Ave Detrow 35, Mich.: 
l Rutherford Ave Grosse 
Mich Don I Prouty 115 Handy 
Indianapolis 20, Ind.; M 
waham LeVay, $909 Guilford Ave 
alamazoo $, Mich George N. Boyles, 42 
otter St Los Angeles 1: A. H. Haurin 
yr 000 Miramonte Bivd Maywood, 
tl i H. Holder P.O. Box 15 
Minne apolis, Minn Jack Campbell P.O. 
Box 4 New York 
Thomas Publishing Co I 
New York 11: I 
Philadelphia; G 
Darby P.O. Box 9 Pittsburgh 22 
Scoltock Jr G. I yer Jr ( EF. Muenani 
1 rmers Bank B Western Springs, 
Burton Weoodland Av 
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trends 


A review, 


by business paper editors, of industry conditions 


that may influence industrial marketing procedures 


Machine tool shops must boost 


versatility if orders drop 


By J. Howard Spaulding. Screw Machine Engineering: Roy Bramson, Production, and 


Allan Ray Putnam, Tool Engineer. 


® THE SCREW MACHINE industry is 
by no means standing still. In- 
creased feeds and speeds have given 
machines, both 


automatic screw 


multiple and single spindle. even 


greater productive capacity than 
was ever thought possible 

In the screw machine products 
industry as well as in screw ma- 
chine departments of large metal- 
working plants, the automatic screw 
machine equipment has been run- 
ning to full capacity during the past 
few years. It has been, therefore, 
impossible to explore any new mar- 
kets. In fact, 


expansion contemplated 


there is no further 


In defense, the screw machine 
products industry is so closely tied 
in with Ordnance, that when the 
shooting stops, defense orders just 
naturally fall off. For the past year, 
defense work has accounted for ap- 
proximately 40% of the business 
With the end of the shooting in 
Korea, the orders for commercial 
washing 


products automobiles, 


machines, refrigerators, radios, tele- 
vision sets, office equipment, etc 
will comprise the bulk of the busi- 
ness for the screw machine com- 
panies. It is quite doubtful, unless 
there is an unforseen spurt in con- 
sumer buying, that this business will 
that will be lost 


due to a curtailment of defense or- 


account for the 40° 


ders. 

Inasmuch as the question is asked, 
are there any new ways of getting 
new business, it is highly important 
and recognized that we are going to 
have to be able to show an end 


product that is a completely ma- 
chined part, far superior both in 
economy, accuracy and finish than 
that of any particular cold heading 
cr cold flow industry. In the at- 
tempt to combat some methods, it is 
of a distinct advantage that we are 
able to hold the finer tolerances, the 
better finish and higher accuracy in 
the screw machine industry. 

The only way to get new business 
is to become more competitive. Thus 
our machines have to be run at near 
peak capacity both as to speeds and 
feeds and also eliminating addition- 
al operations. The leaded steel is 
becoming a factor in the cost of 
estimating parts whereby the scrap 
value or chip generation has to be 
While new alloy 


steels have created quite a problem, 


accounted for 


they are gradually becoming more 
and more every day jobs with the 
application of the higher feet per 
minute or turning velocity being at- 
tained. In fact, some reported turn- 
ing velocities have reached an as- 
tromical figure 

A notable development that could 
be attributed to competitive factors 
is this: when orders slacken, it is 
going to be highly essential that 
each shop has a production that is 
highly versatile rather than special- 
izing in a particular type of work 

With the increase in government 
statistics and specifications, the re- 
quirement of manpower in the in- 
dividual job shops have been great- 
lv increased to such an extent that 
our prices have increased to a point 


where we have had to maintain a 





Only IEN updates its reader mailing list 
DAILY like this... 


“HERE ARE THE LIST CHANGES FOR TODAY” 


A magazine of controlled circulation has this 
great advantage: 


It can select exactly those you want to reach 
... provided it knows who and where they 
are and what they do...as of NOW. 


Thomas Register of American Manufacturers 
has the facilities to gather this information 
DAILY on a national, industry-wide basis. 
With its 40 field service men and its unique 
cooperation of manufacturers everywhere 
who rely on the accuracy of their TR listing 
as a source of sales, it collects and records the 
hundreds of changes taking place each day. 


And that’s why nobody, but nobody, knows 
which buyers and specifiers select products 
as of NOW like Thomas Publishing Company, 
publisher of BOTH Thomas Register of 
American Manufacturers AND Industrial 
Equipment News. 


Does Macy tell Gimbel? No, they compete. 
Does Thomas Register tell Industrial 
Equipment News? Yes... DAILY...for 
they are brother publications. 


In 12 months 63% of your prospects 
change... 


JOBS, 
TITLES, 


or 
ADDRESSES 


(According to a recently published study 
by McGraw-Hill) 


With only 37% of business paper readers’ 
names unchanged from year to year, only 
the promptest updating of lists by 
publishers can assure the advertiser 

that he will reach the right specifiers 

and buyers when and where they are needed. 


USE THIS COUPON FOR HELPFUL INFORMATION 
The 9 items listed are all in our MEDIA DATA FILE or 


ola ol-Molgel-14-to 1-1 ole doh(-1 7 


Industrial wo Di 
Equipment \ 


Industrial mage News 
Thomas Publishing Company 
461 8th Avenue, New York 1, N. Y. 


Send to 
Name 


Title 

Company 

Address 
COMPLETE MEDIA DATA FILE []...or... 


The Original 
1EN 
Founded 1933 














THE 1EN PLAN [] HOW TO PREPARE 


1/9th-PAGE ADS 
NIAA STATEMENT 0 Oo 
CCA AUDIT REPORT INQUIRY QUALITY, 
QO) Not quantity 0 


ADVERTISING RATECARD [1] inquiry CHECKING SHEET [] 


CHECK CHART FOR ADVER- 
PUBLICITY WORK SH 
TISEMENT ANALYSIS O — oe 
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h Ot @® @ @ = The flour miller’s biggest 


customer —the baker—is finding it cheaper to handle flour in bulk 
than in sacks. So the miller does ingenious things—like packing 
a ton of flour in a single corrugated-paper box, enough to make 
over 3,200 loaves of bread! It saves the miller thousands on car- 
loading costs, speeds his package line 33%. And the baker saves 
thousands more. To you, it means equipment sales to miller and 
baker — lift trucks, scales, hoppers, dumpers, conveyors, elevators, 
motors, and more. That’s what we mean when we say: engineer- 
ing makes food hot—one of your hottest industrial markets. 


who’s hu ngry for this cost-cutting story? Every 
other food plant that can bulk-handle dry products: brewery, can- 
nery, candy plant, dairy, meat plant, sugar plant. FooD ENGINEER- 
ING helps you reach one big market as it helps each kind of food 
plant use the experience of the others. 


And, because it does that job best, FooD ENGINEERING has tripled 
its all-paid circulation in 12 years. Because of this editorial per- 
formance, the men who buy in food plants vote FE tops in every 
industry-wide readership poll. That’s why FE carries far more 
advertising than any other industry-wide food-plant magazine; 
why that volume keeps growing; why many advertisers who want 
inquiries find FE out-pulling all other food-plant magazines. 


come Nn’ get it —a market for up to $1 billion a year 
in plant and equipment. It can be your steady diet; for the food- 
engineering revolution is white-hot, and food plants are feeding 
the eating-est, fastest-growing population in history. 


Hot book. Hot market. 


Ventana {FOOD PLANTS 


A MCGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 





A Sales Tip for You... 


Manual 


Complete Your 
Merchandising Chain 
with Catalog Covers 


by 
EINN 


‘ 
=e 
~* 


When your sales promotion 
drive brings an order within 
reach, depend on Heinn Loose- 
Leaf Binders to help you cinch 

it! Closing sales becomes easier 
when a Heinn three-dimensional 
cover keeps your catalog spot- 
lighted . . . when all catalog infor- 
mation is in sequence and up to 
date. Like leaders in nearly every 
industry, you can expect positive 
sales action with Heinn custom- 
styled catalogs or manuals... 
at the lowest ope rational cost 

per unit per year! 


MAIL THIS COUPON TODAY 


THE HEINN COMPANY 
322 W. Florida St., Milwaukee 4, Wis. [ Sales and Instruction 


information, please. Manuals 


Plastic Tab Indexes 
[) Catalog Covers [] Price and Parts Books 


; Sales-Pacs 
Proposal Covers [) Acetate Envelopes ‘ ¢ 
. —) Solesmen’s Binders Business Gifts as 
Easel Presentations [ alesme Goodwill Builders 


NAME ' ‘ _—_TITLE 
COMPANY 

ADDRESS 

CITY , oeuas ; : STATE 
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quality far superior to that of the 
past and at the same time compete 
for business. Some laxity on the 
part of government activities have 
created hardships in the screw ma- 
chine industry but eventually will 
be worked out to a mutual advan- 
tage 

The health of the screw machine 
industry parallels that of metal- 
working generally. As long as there 
is a demand for almost anything 
made of metal, there will be a pro- 
portionate demand for screw ma- 
chine products. . . J. HOWARD SPAULD- 
ING, publisher, Screw Machine Engi- 
neering, Rochester, N. Y 


Horsepower, Not Manpower. . 
The mass production metalworking 
industries of this country are going 
through what many people term 
“the mid-century revolution.” In 
the first 50 years of this century, 
more scientific advancements were 
made in all fields than in the pre- 
ceding 2,000 years. 

What does this mean market-wise 
to the manufacturers of the machin- 
ery, tool, equipment, supplies, and 
products that are used in mass pro- 
duction plants across the country? 
We think it means that all manu- 
facturers are going to have to take 
more than a cursory look at what 
they have considered their usual 
channels for sales promotional ac- 
tivities. Things that are changing 
the picture from what it was even 
two years ago are happening so fast 
that it is difficult for the average 
advertising executive to be com- 
pletely aware of the far reaching 
changes that are taking place from 
day to day 

Tae alert advertising man will be 
in constant touch, just as much as 
he possibly can, not with the sales 
manager or the bosses in the front 
office, but with the salesman who 
is out calling and who is, in many 
instances, confused by the changes 
that are taking place. 

There was a time not too long ago 
when the mass production metal- 
working executive measured his job 
in terms of the size of his plant 
how many people worked there 
Now, it’s how much output, and 
how many horsepower do the job 
Some day, some vice president-of- 
manufacturing will say, “Millions of 
horsepower, no people at all.” He 
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Field Familiarity 


Pit and Quarry's 
Editors know the 


and that makes your advertising 
Industry . . know 


more productive Down in the pit... into the plant. . . or 
in front of a producer's desk — that’s where you'll find P & Q's editors — 
constantly on-the-go for exclusive features and on-the-spot industry reports. 
To understand a problem is to be able to write about it more intelligently. 





So it goes with P & Q editors . . . whose special knowledge and 
years of experience are interpreted in the pages of 
PIT and QUARRY. 





Ic is this type of field-familiarity which breeds editorial 
excellence ... making your advertising more productive. 
That’s the reason why P & Q carries the largest 
advertising volume . .. and has for 15 consecutive years! 


As a member of both the ABC and 
CCA, PIT AND QUARRY offers com- 
plete and effective coverage of the 
3 billion dollar non-metallic minerals 
industries with copies going to every 
administrative and production official 
in every plant of any consequence in 
the United States, Canada and Mexico. 


QUARRY 


431 SOUTH DEARBORN STREET 
CHICAGO 5, ILLINOIS 


Offices in NEW YORK + CLEVELAND 
LOS ANGELES + SAN FRANCISCO 
WHITTIER, CALIF. + SEATTLE + DALLAS « DENVER 
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Interested 
in dividends ? 


then look up S. D. Warren Company's 
September message in 
THE SATURDAY EVENING POST 
(Sept. 19), TIME (Sept. 14), 
BUSINESS WEEK (Sept. 12) 
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will have an automatic factory with 
practicaily no floor space by com- 
parison with the huge building in 
another part of the plant area and if 
you ask what the large building is, 
he'll probably be saying, “Why, 
that’s our production engineering 
building. Yes sir . . ten acres of 
drawing boards. . ROY BRAMSON, 
publisher, Production, Birmingham, 
Mich 


Automation Gets Results . . As 
the prospect of a competitive market 
becomes increasingly apparent, the 
manufacturers of America are look- 
ing toward not only their industrial 
distribution, but also their actual 
manufacturing processes. More effi- 
cient production can be the key to 
coping with a competitive market. 

Preliminary tabulations from a 
study currently being conducted by 
the American Society of Tool En- 
gineers indicate a keen awareness 
of the need for replacement of obso- 
lete methods and equipment in the 
interests of more economic manu- 
facture. Respondents in the study, 
representing plants employing 250 
to 5,000 or more workers, stated that 
processes and equipment for ma- 
chining in their plants are at least 
30% obsolete. 

Likewise, processes and equip- 
ment for grinding and finishing are 
21% obsolete. 18% of present pro- 
duction welding equipment and 
processes are adjudged to be beyond 
hope. Metal forming today is said 
to be 21% obsolete. About 30% of 
the inspection facilities in industry 
are ready for replacement 

Receiving emphatic attention was 
automation. In all its phases, affect- 
ing as it does automatic machining 
processes, assembling processes, and 
automatic quality control, automa- 
tion appears to be the largest single 
factor requiring improvement and 
more extensive adaptation in many 
manufacturing plants. A recent 
dramatic example of accomplish- 
ment through automation is the re- 
duction of the machining time of a 
given critical aircraft component 
from 16 hours to five minutes. 

Intelligent engineering of manu- 
facturing processes, both for new 
products and for those already in 
production, will receive concen- 
trated attention during the next 
year ALLAN RAY PUTNAM, publish- 
ing manager, Tool Engineer, Detroit. 
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Cleaning & Laundry World 
Published monthly by Cahir Publishing Co., Inc. 


Samuel G. Krivit, Publisher 


Publication & Advertising Sales Offices 
1114 First Ave., N. Y. 21, TE 8-7600 
Chicago Office: 35 E. Wacker Dr., RA 6-4145 


you can make 
a BIG DENT 


in this market! 


How many trucks are you selling to the textile 
maintenance market? Our editors estimate that 
upwards of 100,000 trucks are used yearly by 


cleaning-and-laundry plants . . . a big, lucrative 
market you can reach... through CLEANING @& 
LAUNDRY WORLD. 


CLW’s paid distribution system is fool-proof ... 
waste-proof. More than 28,000 copies are read by 
hand-picked executives, all of whom receive paid 
subscriptions from the leading distributors of 
textile maintenance products. These readers get 
CLEANING & LAUNDRY WORLD because 
they are in the market .. . buying what you have 
to sell. 





OUT SOON—The full 
report on hundreds of 
products used by the tex- 
tile maintenance industry 
is now being prepared by 
CLEANING @& LAUN. 
DRY WORLD. Write 
for your copy of: “The 
Textile Maintenance 
Market — What it Buys 
and How to Sell It.” 
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Mill&Factory mand 





CHIEF ENG. 


























salesmen must see to sell! 


with the RIGHT COMBINATION 


It’s no secret that your salesmen know, from regular 





plant calls, the combinations of key executives that 
control buying. They know that the buying pattern 
of every plant must be studied to ascertain who are 
the key men, regardless of title, they must see to sell. 


Mitt & Factory alone, among general industrial 
magazines, uses this same sales-contact principle. 
Across the nation, 1,645 sales engineers who know 
the buying combinations in plant after plant select 
key executives to receive paid copies of MILL & 
Factory. Moreover, they maintain live circulation 
lists that are always in step with plant and personnel 
changes. No waste or deadwood allowed! 


Your advertising in Mitt & Factory goes where it 
can receive decisive action—to the men whose “O.K.” 
means a sale. That is why Mitt & Factory's sales 
impact cannot be equalled by any other publication 


in its field. 


The advertising you place in MILL & FACTORY 
supports your salesmen in the right place at the 
right time. 


Mills kactory 


Serves the men, regardless of title, your salesmen must see fo sell. | 





ih A CONOVER-MAST PUBLICATION + 205 EAST 42nd STREET + NEW YORK I7, N. Y. 
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| | from Washington 


which Ted 


buys trucks 
.. for cities, counties, states? 


The man who buys trucks for public 
works buys big. He's specifying for a 
mammoth 65 billion dollar expansion 
program in road building alone—and 
for the whole public works program, 
from sewage disposal to street main- 
tenance, water works to pest control. 
Who is he? Not the political official, but 
the engineer. 

That's why you get more advertising pull 
from PUBLIC WORKS Magazine than 
from any other publication in the field. 
It's the engineers’ magazine .. . edited 
by engineers, for engineers . . . packed 
with vital technical information they can 
put to work to solve daily, on-the-job 
problems. Your ad in PW does more 
than reach the engineers; it influences 
their planning and buying. 


more pull 


. . . . . . . . . *e- . 
An advertiser® in 

Six magazines reports: 
“PUBLIC WORKS continues 


to lead in number of 
direct inquiries.” 


*Name on request 


The Engineering Authority 
In the City, County, State Field 


308 East 45th Street, N. Y. 17 
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End nickel restrictions, users 


ask; promise self-regulation 


By Stanley E. Cohen 


® CONSUMERS of products contain- 
ing nickel have pressed for elimina- 
tion of government restriction on 
the use of nickel for non-defense 
purposes. 


With 40% of the 


marked for defense purposes, in- 


supply ear- 


cluding stockpiling, nickel remains 
scarce. However, consumers argued 
that usage restrictions are unnec- 
They ex- 


essarily burdensome 


pressed confidence that stainless 
steel producers and other suppliers 
could establish equitable distribu- 
tion plans for the nickel that is 
available for non-defense purposes 

Elimination of usage restrictions 
on nickel is the end of mobilization 
control, so far as non-defense in- 


While there 


are still set asides of copper, alu- 


dustry is concerned 


minum and steel products for defense 
users, the great percentage of these 
metals is available in the free mar- 
ket, for whatever use the purchaser 
Nickel has been the only 
major metal which may be used 


wishes. 


only as the government specifies. 
International allocation of mate- 

rial has also come to a halt. Be- 

ginning in March, 1951, nearly a 


score of critical materials were 
doled out on an international basis 
by committees representing pro- 


ducer and supplier nations. As 
markets regained stability, alloca- 
tions of various materials, came to 
a stop. Late in August the Inter- 
national Materials Conference group 
said the time had come to eliminate 
the allocation of nickel, the last of 
the materials subject to IMC super- 
vision. While the 
nickel is not improving very much, 


production of 


according to the committee, the de- 


mand for nickel by some consuming 
nations has begun to taper off. 


Bureaucy Reshuffled . . One of 
the government’s “best sellers,” the 
1953-54 “The United 
States Manual” is 
just off the press with complete ex- 


edition of 
Organizational 


planations of the functions of gov- 
ernment agencies, and the names 
and titles of approximately 3,500 
key officials. 

While the new edition ($1 from 
the Superintendent of Documents, 
Washington 25, D.C.) is up to date 
through July 1, it would have been 
wise for the publishers to have is- 
sued it in loose leaf form 

With a new 
power, and Congress making good 


administration in 


on its promise to cut federal spend- 
ing, the turn over in personnel in 
the government has been tremen- 
dous. 

Not only are there new office- 
holders almost every day, but there 
are aiso new agencies. Since July 
1, for example, International In- 
formation Agency has been set up 
to take over responsibility for over- 
seas information and propaganda; 
Small Defense Plants Corporation 
and RFC have disappeared, to be 
replaced by Small Business Admin- 
istration; National Production Au- 
thority has been redesignated Busi- 
ness Services Administration; and 
Mutual Security Administration has 
become Foreign Operations Admin- 
istration. 

The birth . 


eign Operations 


. of For- 


Administration 


. or rebirth 
made quite a splash. Lest the agen- 
cy be confused with its predecessors, 
it is sporting a fine new emblem: 
two hands clasped on a red, white 
and blue American stars and stripes 


CS page 3 





BUTANE-PROPANE P= 


You'll sell more in 
a publication with 
industry know-how 


ANCHOR wre conn - « 


Liquefied petroleum gas is second only to tele- 
vision in its spectacular growth—and for 22 years 
BUTANE-PROPANE News has been making im- 
portant technical and practical contributions to 
that growth. 


The major textbooks for the industry have been 
prepared and published by B-P News; and nearly 
20,000 letters from readers have been answered by 
our editors with operating and management advice. 


LPG operators look to B-P News for guidance— 
and get it; and as a result, virtually every important 
buyer in the industry is a B-P News reader. 


Advertisers know this. Every year for 14 consecu- 
tive years they have used more advertising pages 
in B-P News than in any other LPG publication. 


Exclusive advertisers include such names as Chev- 
rolet—Phillips Petroleum Company—Ruud 
Mfg. Company—Servel. Inc.—Sunray Oil Corpo- 
ration—U. S. Rubber Company—Worthington 
Corporation—and 56 others. 


Your best route to sales in this market is through 
the publication with LPG know-how—BUTANE- 
PROPANE News. 


Paid Circulation Over 11,000 


BUTANE-PROPANE 
ooe CWS 


A Jenkins Publication * 198 S. Alvarado St., Los Angeles 57, California 


Average Distribution Over 12,500 
Write for complete market 


and circulation facts 


BUTANE-PROPANE NEWS PUBLISHES THE ONLY COMPLETE LIBRARY OF INFORMATION FOR THE LPG INDUSTRY 


HANDBOOK BUTANE-PROPANE GASES. © 

» Arranged and edited by the editors-of B-P News, 
published in 1932. Now in 3rd edition, 7th printing, 
it is still the top technical authority, quoted and 
recommended by U. 8S. Bureau of Mines. Price $7.50 
—-27,000 copies in use. 


BPN CATALOG. Published annually by B-P News 
since 1939. Brings into one binding the catalogs of 
150 manufacturers and has been the main buying 
reference of the industry since the first edition. 


THE BOTTLED GAS MANUAL. A non-technical 
textbook and field guide on installation and servic- 
ing of LPG equipment and appliances. Published by 
B-P News in 1944, Price $4.00—10,000 copies in use. 


BUTANE-PROPANE POWER MANUAL. By Carl 
Abell, Editor of B-P News. The most complete and 
authoritative manual on LPG carburetion. Pub- 
lished in 1952. Price $3.50-——5,000 copies in use. 








HEADQUARTERS FOR L.P. GAS INFORMATION SINCE 1931 











CONSTRUCTION 
BULLETIN 


Serving the West North 
Central area 

culation in ! nesota, 
North Dakota, South 
Dakota and Northern 
lowa — total 5,802 


CONSTRUCTION 
DIGEST 


Serving the East North 
Central area with 
culation in) Ohi 

dic and Illinois — 
total 9,027 


CONSTRUCTIONEER 


Serving the Middle At- 
lantic states 
circulation in N 


and 
land — cotal 12,011 


CONSTRUCTION 
NEWS MONTHLY 


Sereing the states of 

Arkansas, Eastern Mis- 

souri, Louisiana, Okla- 

Mississippi and 

tern Tennessee — 
total 7,050 


SSOCIATED 





DIXIE 
CONTRAC 


Serving the states of 
Alabama, Florida, 
Georgia, S. Carolina 
and Eastern Tennessee 
—total 5,708. The N. 
Carolina, Virginia and 
W. Virginia area form- 
erly covered by Dixie 
Contractor will in the 
future be covered by 


**Construction”’. 


MICHIGAN 
CONTRACTOR 
AND BUILDER 
Serving the entire state of 


Michigan — total circu- 
lation 3,363 


ONSTRU 


Special Representative 


JACK BAIN COMPANY 



























Industry! 


CIRCULATION 


Men who do the work, men who buy equipment are 
the men who read Associated Construction Pub- 
lications. ACP has a larger circulation than any 
= publication in the industry — 70,601 — and _ the 
. greatest number of readers actively engaged in con- 
4 struction work. There are 26,911 contractors, 27,633 
- public officials, 3,709 professional engineers, 2,714 
te material producers, and 9,634 miscellaneous readers. 
He, 


EDITORIAL 


















Many magazines go to construction men, but only 
a few are read! ACP books are received, read and 
reread. Between their covers is the news that con- 
v struction men can’t afford to skip. 20,786 pages of 
real reader appeal appeared last year. The page 
after page of important bid news, lettings, job re- 
ports, photographs, and other items, right from their 
own baliwick, gain better acceptance and results! 
ee 
od 


Your advertising message gets through to the buyers of 
construction equipment and supplies when it’s on the pages of 


Associated Construction Publications. 


ACP is the magic key that lets you into this multi-billion dollar 
industry. No other publications in the business enjoy an en- 
thusiastic reception like that given an Associated Construction 
Publication. And rightly so, for on the pages of these books are 
the news, features, and ads that mean profit or loss for the men 


who do the work. 


Open the door in ’54! Use ACP as your key to the Construction 








ADVERTISING 


Advertisers who are leaders in the industry use 
Associated Construction Publications. More than 
181 of these leaders maintain consistent schedules 
in ACP books... some in their 25th year. This repre- 
sents a $2,008,726 investment for the 18,537 pages 
used. Dealers and other local suppliers used 4,123 
pages on their own hook to advertise services, facil- 
ities and equipment lines. 


PERSONNEL 


It takes a construction man to talk a construction 
man’s language. 407 ACP specialists make sure 
ACP pages are read. 19 seasoned editors are market, 
equipment, advertising and writing experts; 63 field 
editors and reporters are constantly on the move, 
talking to your customers and theirs; 39 photograph- 
ers gain more reader appeal; 48 news editors prepare 
stories for publication; 239 correspondents furnish a 
steady supply of news from the field. 








All 12 ACP publications can give you a wide open door to major construction markets any one or several 
} can open any particular door in which you're interested. Write or complete information, on one or all, address- 
3 ing your inquiry to G. L. Anderson, Sec'y., 1022 Lumber Exchange Bldg., Minneapolis, Minn. 





New England 
CONSTRUCTION 
MID-WEST cane : 
CONTRACTOR at 


Serumg the states of 
Kansas, lowa, Western 
Missour:, Oklahoma and 
Nebraska — total 6, 304 



















NEW ENGLAND 
CONSTRUCTION 


Serving the New Eneg- 
land states of Maine, N. 
Hampshire, Vermont, 
Mass., Rhode Island and 
Conn. — total 4,480 
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TEXAS 
CONTRACTOR 


Serving the entire state 
of Texas —total circu. 
lation 2,842 























Southwest ~ 
Builder Contractor 


£ TOURNAPULL 









Serving the states of 
Southern Illinois, Ken- 
tucky, Eastern Missouri, 
West Tennessee, North 
Mississippi and Arkan- 
sas — total 5,261 













CTION 


545 Fifth Avenue 


New York 17, New York 


MISSISSIPPI ives yougyeer-round SOUTHWEST WESTERN 
VALLEY rf: Vepaorits BUILDER AND BUILDER 
CONTRACTOR . CONTRACTOR & 


Serving the area of 
Southern California 
total circulation 5,692 


















Serving the states of 

» Wisconsin, Northern Ili 

® noisand Upper Michigan 
— total 3,057 









UBLICATIONS 


IF YOU WANT TO SELL THE KNITTING INDUSTRY... 
use the 


BIG GUN 





TO REACH YOUR TARGET! 
you can CALL YOUR SHOTS because... 


e THE KNITTER is the only magazine in the 
United States published exclusively for the manu- 
facturers, dyers und finishers of hosiery and knit- 


wear. 


e THE KNITTER covers every mill of any im- 
portance in the United States and Canada . 
delivers all its circulation to the field you want 
to sell. 


e THE KNITTER reaches the men who do the 
buying . . . gives you plus coverage of key 
SPECIAL NOTE! personnel who influence buying. 
if you want to reach 
the whole textile 
field... SHOOT MORE OFTEN ... at lower cost! 
SAVE MONEY by us- 
ing our special combina- 
tion rate for The Knit- 
ter and Textile Bulletin. 


The Knitter’s low rates make it possible to tell 
your story more often, because you don’t pay 
for waste circulation out of your field. You 
12 pages in each (total can “tailor” your 
24 pages) cost less than ads to a specific 
12 pages in any general job, too, in ideal 
textile journal. surroundings. 


If you sell the KNITTING DIVISION only .. . 
The KNITTER is your BEST BUY in the field! 


CLARK PUBLISHING CO. 
CHARLOTTE, NORTH CAROLINA 


4 Convention Issues we wouldn't miss 


If you sell the alert sleeping equipment man- 


ufacturers, use BEDDING. And don’t over- uf We WAL you! 


look these looked-for and popular numbers: 


October—Pre-Convention Issue 
November—Convention Issue 
December—Post-Convention Issue 
Janvary—Convention Report Issue 
&*” THESE FOUR ISSUES WILL MAKE AN 
EXCELLENT TEST! 


For Detailed Data See This $431,000,000 market 


n Lae! may be covered with 
Industrial Marketing's BEDDING the indus 


PULTE Geiicg ‘ys ONLY book, Page 
a 


s cost only 3%c per 


& Directory Nit YSa subscriber (12-time rate) ! Merchandise Mart, Chicago 54 
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shield, carrying the words “United 
States of America.” 

This emblem . . heralded as “one 
of the oldest gestures of human 
comradeship and cooperation” . . is 
to appear on goods which foreign 
and American firms sell under FOA 
programs. While the change-over 
to the new emblem is already un- 
derway, shippers are authorized to 
use the old Mutual Security Agency 
emblem until they are used up. 


Tariff Protectionists? .. Phis is a 
period of investigating and self ex- 
amination so far as U.S. internation- 
al trade policies are concerned. 
President Eisenhower has issued as- 
surances that international mutual 
security programs will have to con- 
tinue for many years. The prob- 
lem, as he sees it, is to induce other 
nations to take over a greater share 
of the burden. 

In the area of non-governmental 
trade, a special Commission under 
Clarence Randell is hard at work 
trying to devise new tariff programs 
which will encourage trade, without 
injuring domestic industries. 

While the administration coaxed 
Congress into a one year renewal of 
the reciprocal trade program, sup- 
porters of the program are uneasy 
about the future. The pro-admin- 
istration Washington Post has 
charged that Republicans compro- 
mised the trade program by install- 
ing two “protectionists” on the Tar- 
iff Commission 

Moreover Warren Lee Pierson, 
chairman of the United States 
Council of the International Cham- 
ber of Commerce has expressed 
concern over the indecisive outcome 
of this year’s debates. “I am con- 
vinced that Congress has discounted 
the distinct psychological — risks 
which are involved in the postpone- 
ment of more decisive action at this 
time,” he observed. ‘We shall be 
fortunate indeed if our friends and 
allies will maintain for another year 
their faith that the United States 
will ultimately initiate trade reforms 
which are needed to revive and ex- 
pand international commerce.” 


Economy Trend . . Probably the 
most substantial action of the recent 
session of Congress was in the field 
of federal spending. Here the Con- 
gressional economy bloc did exactly 








BEHIND EVERY 
MANUFACTURED PRODUCT 
IS A 
TOOL ENGINEER, 
AND... 





TRUE ... Behind every manufactured prod- 
uct is a tool engineer. To produce thousands «and 
thousands of diversified products. tool engineers spe 
ify virtually every type of industrial product and 
process like those illustrated above. 


But tool engineers can only specify those products 
and processes they Anow about. One of their primary 
sources for information on new products and new 
yrocesses are the advertising pages of THE TOOI 
ENGINEER . . . the only publication devoted solely 
to supplying industry's production experts with the 
latest technical information on the planning, engi- 
neering and control-—-of tooling, equipment, and 
production. 


There are 25.000 tool engineers who should and 
WANT TO know about YOUR product. Tell them 


about it in their own magazine. 


for 


MATERIAL WORKING 
(Machining, forming, and 


forging) 
CASTING 
INSPECTION and CONTROL 


MATERIALS HANDLING 


JOINING 
HEAT TREATING 
FINISHING 


Remember, Someone is Selling Your Type of Product 


TVhrough 


PUBLICATION OF 
THE AMERICAN SOCIETY OF TOOL ENGINEERS 
ASTE BUILDING, 10700 PURITAN AVENUE 
DETROIT 21, MICHIGAN 





what it had promised. The original | 
Truman budget was trimmed by | " eis s read lens sr} ®) 
over $13 billion. The Eisenhower | ‘ 
version of the Truman budget was | CAC cut ives,” To Aas) 
cut nearly $4 billion. | om 

Since the White House has the 
same economy instincts as the Con- 
gress, the reductions in budget are 
being rapidly translated into less 
government employment and _ less 
government activity. In the past, 
when a cut in budget was ordered, Wall st 
there was always the consolation, d steeournal 
“we'll get it restored next year.” | New York ry eet 
Now however the Eisenhower Ad- New York 
ministration is telling its key people Gentlenen 
the Congressional cuts will stick . . . 
and there will be further cuts next 

Journal ig oe “dvertiser in The 


year. our com 
oe pa. 

For the individual government used vithoast?* Yours m4 a 
& br 


worker, these measures are far from 
pleasant. Thousands have lost their 
jobs and other thousands wonder 
when their turn will come. 


We have n 


| our 
Will Census Live? . . Commerce ected t recent ads in The w. 
© top executives an Street Journa) 
’ ea , 


Secretary Sinclair Weeks is moving io ed an edi 
to give added prestige to the Census i vere “ae trade a on ree 
Bureau by appointing a census from °rmed with our ad — 
evaluation committee under the “dvertising agency?” 
chairmanship of Ralph Watkins, di- 
rector of research of Dun & Brad- 
street. 

This committee will be free to 
look into the scope of census ac- nal o ha 
tivity. When it is finished perhaps e ry me The Wall 
there will be an authoritative an- : 6p exe 














swer to the question: is the govern- 
ment collecting statistics which 
should rightfully be collected at pri- 
vate expense. 

In recent years the Census Bu- 
reau has run into increasing opposi- 
tion from members of Congress who 
feel that many of the market re- 
search studies are not properly the 
public’s business. As a result Con- 
Although its broad circulation includes executives at every operational level, 
The Wall Street Journal continues to make a terrific impact on men at the top. 
Pasian oi eealeiia: sitll Wialan. Where big decisions require big men, The Wall Street Journal remains the 

; ‘ choicest, most direct, and most economical channel to the major decision 

tures. Under the present budgetary makers. 
situation a good many years might No other publication of such wide coverage—monthly, weekly or daily—offers 
such an audience so responsive to business products, services or ideas: Presi- 
dents, 26%; Partners, 10%; Vice Presidents, 13%; Department Managers 

One of the problems, according to and assistants, 32%. ‘ : m" 

To get to top management, The Wall Street Journal is a top buy! 

some people, is to determine wheth- 
er these big censuses should be con- ABC Circulation: 250,208 (6 Months Average) 


tinued There is belief in some 


gress recently chopped off funds 
which were needed for the 1953 


pass before Congress agrees to let 
work of this kind go ahead 


quarters that nose-counts of the 


census type are outmoded: that THE WALL STREET JOURNAL 


sample studies can provide all the Subtiked os 
information that is actually essen- | *NEW YORK Tals ile Xero) *DALLAS #SAN FRANCISCO 


‘ Eastern Edition Midwest Edition Southwest Edition Pacific Coast Edition 
tial * 44 Broad Street 711 West Monroe Street 911 Young Street 415 Bush Street 





do you speed the movement of 


your product and prospect 


toward each other ? 











Your use of yharketing tools calls for moving your product toward 
the buyer My means of publication advertising, direct mail, sales calls. 


es your marketing plan also call for moving the buyer 
rd your product by making sure he has adequate product 
iiformation at his elbow, so that he can figure out, fast, that your 
salesman is the man to call? 


If you look at marketing as a two-way street, you will recognize 
that all the while you are trying to find out which prospects 

are hot right now, those hot prospects are trying just as hard 

to find products like yours. It follows that when you use the powerful 
combination of the standard tools of selling and well-placed 

buying aids, you speed the process of bringing “ready” prospects 
and your salesmen together. Today, 1,480 manufacturers use 
Sweet’s services in this connection. The Sweet’s man in your area 
can show you how they improve their marketing efficiency 

through improved catalog procedure. 


**The easier you make it for people to buy your products, 
the easier they are to sell!” 


free: Pocket-size booklet, ‘How to Improve Marketing 
Efficiency through Improved Catalog Procedure.’’ 

Write Dept. 48, Sweet’s Catalog Service, 119 West 40th St., 
New York 18, N. Y. 


Sweet’s Catalog SeErviCe owision of + w. cove: corroration 


designers, producers and distributors of manufacturers’ catalogs for the industrial and construction markets. 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 


Atlanta + Boston + Buffalo + Chicago + Cincinnati + Cleveland + Dallas + Detroit + Los Angeles + Philadelphia + Pittsburgh + St. Louis + San Francisco 
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Plis Coverage 


For Your GROWING 
Southern Markets 





1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 


lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 


ogencies. (- 


New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 
ern baking industry. 


FOOD PROCESSING 





BAKING 











Southern Food Processor. 


Reaches the leading processors, packing in 
cans, gloss and frozen packages. 





4. GARMENT MANUFACTURING 


ae 





Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giont. 





3S. FERTILIZER 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





6. JEWELRY 





Southern Jeweler. jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
salers. 





PULP AND — 





Southern Pulp and Paper Man- 


ufacturer. National circulation, intensive 
coverage of the South's expanding paper and 





pulp industry. - 


PRINTING 





Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 





9. STATIONERY AND OFFICE EQUIP. 





Southern Stationer and Office 


Outfitter. Full coverage of leading sto- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 
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Supplementary . . Low t mat releases rom $100 u; sent lists of news- 


papers are bringing adaitiona icity to many industrial companies to supplement ad 


I ; 1} +} ; . j *RA T } 1 
rn weve with 1} n pusnea M W1es engines tor use with irrigating and 


Mat releases bring publicity 
for industrial companies 


type of publicity a 


valuable supplement to their busi- 


consider this 


ness paper advertising, direct mail, 
etc. A quick query to a Chicago 
mat service reveals recent releases 
by companies such as Great Lakes 
Steel Corporation (Quonset 
General Motors (Diesel 
Dow Chemical (chemicals), Minne- 


huts), 
engines), 


apolis-Moline (farm equipment). 


NEWSPAPER mat releases You can spend just about any 


“consumer” items . . but 


8 MOST 
amount you want on newspaper mat 
from $100 on up. For 


$120. for example, you can release 


deal with 


more and more industrial advertis- releases 


They 


ers are getting into the act 





in selling the 
process industries 


by DONALD HOAGLAND 


(Advertisement) 





a 


Sales calls at $17.24 each 


can’t be hit or miss! 


n a recent survey conducted 
among 1,018 industrial sales managers, 
the Sales Executives Club of New York 
found that the cost per salesman’s call 
averaged $17.24 in 1953. This contrasts 
with $9.02 in 1942 and $16.31 in 1952, 
as revealed by still another survey. If all 
calls resulted in sales the increased cost 
would not be out of line. But when 
salesmen make a number of unsuccess- 
ful calls at an average cost of $17.24 
each, the tab is painful. 


In the process industries, specifications 
are written by men who seldom, if ever, 
see salesmen. In fact, most salesmen 
never have the opportunity of learning 
the names of men on the constantly 
changing specifying teams. This doesn’t 
necessarily mean you cannot be repre- 
sented at “inside” specification confer- 
ences. There is one sure inexpensive way 
to penetrate the process industries’ tradi- 
tional screen of secrecy and unfold your 
technical sales story fully at the time 
specifiers are most interested in your 
type and brand of product and service. 


Since 1916, Chemical Engineering Cata- 
log has been published exclusively for 
process men by process men, and for 1/3 
of a century it has been part of college 
instruction in process design. Chemical 
Engineering Catalog is the one-volume 
library of buying information for equip- 


ment, engineering services and mate- 
rials of construction. 


CEC goes straight to the heart of the 
process industries and stays on the job 
365 days each year. No worthwhile 
process plants overlooked. No waste cir- 
culation. At a cost much less than you 
would expect, CEC tells specifiers in 
confidence that your product or service 
meets their needs. This information de- 
termines whether your sales engineers 
are called in for consultations which 
result in orders. And when your sales- 
man is invited to make a call at the proc- 
ess plant whose specifiers have learned 
your basic product data in advance, you 
can bet that even though the cost per 
call is $17.24 it will be well worth while. 
Ask your Reinhold Catalog District 
Manager for more facts on successfully 
selling the process industries at low cost. 
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Process Industries 
Specifying Teams turn to 


CHEMICAL ENGINEERING CATALOG 
for detailed, 
up-to-date data on 


e@ process equipment 
e engineering services 


e materials of construction 


Your equipment and engineering 
service facts, found in the 
easy-to-use Chemical Engineering 
Catalog, are consulted inside 

more than 13,000 Dun & Bradstreet 
company-rated plants for 12 full 
months, by specifying teams 
seeking help in the solution 

of process problems. 


To learn how you can develop 
profitable sales through low-cost 
leads, read “HOW TO KEEP 
SALESMEN FROM GOING WRONG.” 
Coupon will bring you this free new 


pocket-sized pamphlet. 


CHEMICAL ENGINEERING CATALOG 
Reinhold Publishing Corporation 
330 W. 42nd >| New York 36, N, 7 
Please rush my free copy of: “How 
TO KEEP SALESMEN FROM GOING 
WRONG.” 


Nome____ 





Title. 





c y 


Pp 





Street. 





City. 








helps you sell 
the Men responsible for 
Product Design & Development 


PD&D increases the effectiveness of Advertising by keeping 
Advertising as well as Editorial boiled down to Save Readers’ Time 


MARKET It's expanding, growing but its 
size is unknown and in many respects 
unknowable. No one knows what design 
engineers will be creating and working 
on —for tomorrow's products. Therefore, 
you can’t reach too many product engi- 
neers-——too often 


PD&D SERVES THE PRODUCT DESIGN FIELD... 
reaching the engineers and executives re 
sponsible for the Design & Development 
of durable good tomorrow's products, 
manufactured in quantity for sale to con- 
sumer busine industry and govern 
ment 


34,000 COPIES OF PD&D ARE INDIVIDUALLY 
addressed to men who head up and super- 
vise the overworked and understaffed 
departments hard at work Planning, De- 
signing, Testing and Specifying. They 
comprise the Original Equipment Market 

OFM-—the market interested in compo 
nent parts and materials. 


BECAUSE OF A SHORTAGE OF DESIGN ENGINEERS... 
each one has had to be responsible for a 
growing work load. ‘‘Time’’ has become 
their most critical commodity—time to 
read, time to solve their design problems 
and incorporate them into tomorrow's 
product 3 


PD&D HELPS YOU MEET TODAY'S CONDITIONS... 
Products on the market are being re- 
designed for improvement, for economy. 


Others are two or three years ahead of 
marketing. Every day new products are 
reaching the phase where design has to 
be ‘“‘frozen’’ for production. The present 
trend toward annual new models also 
makes the need for information about 
products—both new and tried-&-tested- 
even more imperative 


PD&D SAVES ITS READERS TIME BY PRESENTING 
editorial content in short concise form 
and by limiting advertising space to only 
1/9th and 2/9th page units. Because these 
two elements are blended in our page 
make up, continuous analysis of requests 
for additional product information show 
that the advertising is as well read as the 
editorial material. 


PD&D HELPS ADVERTISERS DO THEIR NO. 1J0B... 
with 34,000 individually-addressed copies 
getting product descriptions and specify- 
ing data into the hands and personal files 
of Design Engineers. 

THEY READ PD&D AT THEIR DESK, ON THE JOB 
and respond through one of PD&D's 
three inquiry systems to quickly obtain 
additional information on selected items. 
Product designers phone, wire, write di- 
rect to manufacturers because PD&D 
furnishes individual names and phone 
numbers wherever possible and over 
4,000 use PD&D's Reader-Service cards 
every month making over 23,000 requests 
for additional product information. 


To make it easy for Advertisers who want to Buy 


Here's how one Advertising Executive 
highspotted his recommendation: 


«¢ Product Design & Development is rec- 
ommended in reaching the Design Field 
because it has the largest circulation at 
lowest cost — plus tangible evidence* that 
the proposed advertising will be read. 9° 


Data for your proposal: 


CIRCULATION: 34,000 individually-addressed 
copies, CCA. COST: Flat rate of $150 per 
1/9 page unit or $1,800 12-time schedule. 
*TANGIBLE EVIDENCE that advertising-is- 
read: Received in the form of direct in- 
quiries, and PD&D Reader-Service Cards. 


Media selection many times is determined not only by “who reads it” but also by the 
mood-&-frume of mind of Readers...as well as WHEN-&-WHERE they do their reading. 
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PUMEE® TOMETAL BONDING 


to about 200 metropolitan daily 
newspapers with a circulation of 
more than 35,000,000 (metropolitan 
newspapers, by the way, require 
glossy prints, not mats.) 

One service offers a two-column 
mat release to 1402 daily newspa- 
pers with a circulation of 16,606,348 
for approximately $375. The 1402 
papers include 43 publications in 
cities over 100,000 . 101 in cities 
of 50,0000 to 100,000 . . 239 in cities 
of 25,000 to 50,000 . . 535 in cities 
of 10,000 to 25,000 . . and 484 in 
cities under 10,000 

If you’re aiming at a_ weekly 
newspaper audience, you can re- 
lease to some 6,000 weeklies with a 
total circulation of more than 20,- 
000,000 for approximately $1,350. 

Most release services subscribe to 
one or more clipping services, and 
in turn supply you with clips from 
a good portion of newspapers pub- 
lishing your material. There are a 
lot of ‘ifs’, 
how many papers you can expect 
Much de- 


pends on timing, the type of picture 


‘ands’, and ‘buts’ about 
to make with a release 


and story, the newspaper group to 
which you are releasing and 101 
As a rule of thumb, 
you can expect about 10% of the 


other factors 


papers on your list to publish your 
material 

Associated Release Service in 

Chicago has prepared a good list of 
“how-to-do-it” suggestions to fol- 
low in preparing release material: 

1. Simple pictures are best. If 
possible, limit your picture to 
a main focal point. Watch out 
for busy backgrounds. 

- Good contrast is of utmost im- 
portance. Use light subjects on 
dark backgrounds, and_ vice 
versa. 

- Two-column_ releases seem to 
be most popular, although some 
subjects lend themselves to 

three-column 

treatment. Captions should be 
kept brief . . the shorter the 
better . no more than 300 


one-column- or 


words, maximum. 

. Cartoon-type illustrations rate 
high in usage. Keep them in- 
formative and not too compli- 
cated. Don’t stint on art costs. 

. Snappy headings and interest- 
ing leads add to acceptance . 
for heads figure 18 characters 
to the column 2 





WHAT IS THE MARKET? 


It is the plant operating group—the 
plant engineer, his staff, and operations, 
maintenance and purchasing men. This 
is the group that specifies and buys the 
5 billion dollars’ worth of plant opera- 
tions goods sold yearly to keep plants 
producing in 22 basic industries. Goods 
include materials handling equipment, 
Maintenance and repair supplies, safety 
devices and sanitation equipment. 


HERE'S HOW INDUSTRIAL MAINTENANCE 
COVERS THIS MARKET 


It does the job both geographically and 
circulation-wise. Its distribution equals 
plant distribution in every geographical 
section of the country. Its over 70,000 
controlled circulation is the largest in 
its field. Of its readers: 


e 31,363 are plant operations, 
engineering and production men 


e 22,769 are maintenance officers and 
supervisors 


e 8,720 are purchasing officials 


e 8,516 are plant management and 
administrative men 


INDUSTRIAL MAINTENANCE 
REACHES THE PLANT OPERATING 
GROUP IN 22 FIELDS 


Automotive « Buildings, Institutions « 
Chemical « Coal, Petroleum «+ Distri- 
bution « Electrical « Engineering *« Food 
¢ Government « Leather « Metaiworking 
« Mining, Smelting « Paper « Plastic « 
Rubber + Shipbuilding « Stone, Clay, 
Cement «+ Textile + Tobacco « Trans- 
portation + Utilities «+ Woodworking 


INDUSTRIAL 
MAINTENANCE 


the way to reach and sell the 


$5 BILLION 


plant operations, maintenance 


and engineering market 


INDUSTRIAL MAINTENANCE GOES 
ONLY TO LARGER PLANTS 


It is published independently and sent 
under controlled circulation to the plant 
operating group in more than 48,000 
qualified plants. CCA qualification 
requires a minimum of $50,000 Dun & 
Bradstreet rating or 50 employees. 


INDUSTRIAL MAINTENANCE IS THE ONLY 
TABLOID IN ITS FIELD 


It has the format that invites reading, 
and the contents that fill a need. It is 
a horizontal inquiry-type monthly. 
Editorially, new product items and 
factual articles are slanted to give prac- 
tical information on plant operation. 
Reader response, measured by product 
inquiries received, has proved this for- 
mat and editorial practice a success. 


INDUSTRIAL MAINTENANCE OFFERS 
4 UNIQUE SERVICES 


It provides no-cost copy service for 


advertisers. Geographical mailing 
service, including verified lists and 
addressing, is available at nominal cost 
It features a Reader Service Department 
prepared to answer questions on equip- 
ment, method and techniques of plant 
operation. The results of market 
research surveys are available at no cost 
to readers and advertisers—they are 
continuing surveys of the buying pat- 
terns and functions of the plant 
operating group. 


ITS ADVERTISING RATES ARE LOW 


Rates for any given space unit are lower 
in terms of cost-per-thousand readers 
than those of any comparable medium. 
In addition to 1/9 and 2/9 page units, 
Industrial Maintenance advertisers may 
use 3/9, 4/9 (7’’x10’’), 6/9 and full page 
units. Standard 4-A colors are available. 


INDUSTRIAL MAINTENANCE 
IS GROWING—FAST 


Increases in advertising volume show a 
gain of 29.79% for 1952 over 1950. The 
first six months of 1953 showed volume 
up 45.5% 
1950. And Maintenance 
has a renewal rate of 87% 


over the same period ot 
Industrial 
among 


its advertisers. 


THERE IS MORE TO THE 
INDUSTRIAL MAINTENANCE STORY 


Detailed facts about Industrial Main- 


tenance coverage, features, services, 
history, rates and policies are available. 
Write for our new booklet, “Industrial 
Maintenance...the Way to Reach 


70,000 Plant Operating Readers.” 





INDUSTRIAL MAINTENANCE 


MAINTENANCE PUBLISHING CO. + PHILADELPHIA 4, PA. 
INDUSTRIAL MAINTENANCE will reach them and sell them. .at lowest cost-per-thousand! 


September 1 153/39 








87% of industrial advertisers 
favor independent audit; 71% 
will pay for it, survey shows 


More than 87% of 
in- 


@ NEW YORK 


industrial advertisers want an 
dependent audited attendance anal- 
ysis of the trade shows they exhibit 
in and most of them are willing to 
pay for it, a survey shows. 

The survey was conducted jointly 
by the National Industrial Adver- 
tisers Association and the Associa- 
tion of National Advertisers. Some 
413 companies replied to a mailed 
questionnaire. The majority of com- 
panies surveyed believed that the 
attendance 


value of independent 


audits for industrial shows is as 
great as the value of audits of busi- 


ness publications 


news 


of industrial sales and advertising 


The 


questions. 


included four 
The first asked if the 
respondent participated in trade 
Of the 413 replies, 377 or 
indicated they do use trade 
To the “Do you 
favor, in principle, an independent 
audited exhibit attendance analy- 
sis?”, 87% replied yes, 9.6% replied 


joint survey 


shows. 
91.3% 


shows. question, 


no, and 3.4% offered no comment. 
The third question was, “Would you 
be willing to pay for this service at 
To this 


replied yes, 21.7% 


a slight additional cost?” 
70.8% 


replied no, and 7.5% made no com- 


question, 


ment 

The fourth question asked if those 
surveyed would be willing to give 
“wholehearted support in furthering 
the interest attendance 
among other exhibitors and among 


of audited 
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show managers.” -Some 74% replied 
10.6% replied no, and 15.4% 
gave no comment. 

Cost of such an audit, it has been 
estimated, would cost each exhibitor 
about 242% of his present business 


yes, 


publication space costs. 

Arthur C. DeVorn, chairman of 
the NIAA exhibits committee, who 
announced results of the survey, 
said: 

“Establishment of the audit prin- 
ciple among trade shows would aid 
both the advertiser and the exhibit 
manager to secure maximum results 
from this important sales promotion 
medium.” 

A. Carl Bredahl, who is chairman 
of the ANA industrial advertising 
committee’s sub-committee on shows 
and exhibits, described the results 
of the survey as confirmation of the 
need for advertisers to have a bet- 
ter way to evaluate the effectiveness 
of trade shows. “The high level of 
interest shown by advertisers in this 
project,’ he said, “clearly demon- 
strates the need and desirability of 
trade show audits and the value of 
the concept to show managers and 
advertisers alike.” 

NIAA representatives will contin- 
ue to meet with mémbers of the Na- 
tional Association of Exhibit Man- 
agers and the Exhibitors Advisory 
Council in an attempt to expedite 
an independent trade show audit 


Launch second annual 
‘ABC Month’ in October 
® CHICAGO .. October will be “ABC 
Month,” according to an announce- 
ment from William A. Hart, presi- 
dent cnairman of the 
Audit Bureau of Circulations. 
initial 


and board, 

Patterned after an “ABC 
Month” of the business publication 
members last year, this year’s cam- 
paign will be observed by all ABC 
media magazines, 
farm publications and business pub- 


newspapers, 


lications 

The program planned for October 
will be an educational project fea- 
turing the protection that the use 
of ABC reports provides for adver- 
tising investments, and how circula- 
aid publishers in 


tion standards 


maintaining editorial quality, ac- 
cording to Mr. Hart. 
Letters from ABC’s publisher di- 


rectors outlining the objectives of 


4 
4 


the month and accompanied by pro- 
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Growing Market Means New Prospects... 


and greater need for advertising. Why? Because new buying influences appear 
on the scene faster than your salesmen and dealers can contact them. Unless 
you reach them through ADVERTISING, you lose an important part of your 
sales potential—the new account. 








Advertising support especially necessary in the West 


Here in the West, industry is growing at twice the national 
rate—postwar average of 3.8* NEW manufacturing estab- 
lishments per day (*1947-50, U. S. Dept. of Com. data). Dis- Get the Facts 
tances between industrial centers are great (Los Angeles to hitel ain-abiiiiin oun 
Seattle, 1,183 miles). New developments and projects are District Manager near- 


likely to be remote. Salesmen simply cannot cover all bases. est you NOW. 


The Answer? 


Consistent advertising in WESTERN INDUSTRY, whose 
circulation is matched to current buying power. Frequent 
field calls on new industrial plants and continuous searching 
of directories and news sources, plus list verification, means 
LIVE circulation that keeps pace with fast-changing condi- 
tions here. (967 names removed and 1,011 added during the 
last 6 months of 1952). 

















To get your share of profitable 
WESTERN business and to assure 
coverage of potential new accounts, 
put WESTERN INDUSTRY on your 


Was fl national schedule NOW. 
Industr A KING PUBLICATION 
609 MISSION ST., SAN FRANCISCO 5, CALIF. 











DISTRICT MANAGERS: 


cca] 

NEW YORK—Richard J. Murphy SAN FRANCISCO—V. C. Dowdle 
107-51 - 131st St., Richmond Hill 19 609 Mission St., S. F. 5, Calif. 

NB P| Telephone JAmaica 9-265! Telephone YUkon 2-4343 
CLEVELAND—Clifford E. Beavan LOS ANGELES—J. E. Badgley 
3307 E. 149th St., Cleveland 20, Ohio 128 So. Mansfield, L. A. 36, Cal. 
Telephone SKyline 1-6552 Telephone WEbster 8-8512 
CHICAGO—A. C. Petersen PAC. N. W.—Arthur J. Urbain 
3423 Proirie Ave., Brookfield, Ili 609 Mission St., S. F. 5, Calif. 
Telephone Brookfield 532 Telephone YUkon 2-4343 





KING also publishes WESTERN CONSTRUCTION and IMPLEMENT RECORD 





within 
Reac h... 


. .. the biggest purchaser of 
aircraft materiel and related 
services is the United States 
Air Force. Its management 
team includes: 


e Policy Makers in the Pentagon 

e Air Research & Development Command 
@ Air Materiel Command 

e Air Force Procurement Committee 


. .. plus officers, pilots, crew 
chiefs in the field and hundreds 
of engineering, industrial plan- 
ning, test and evaluation per- 
sonnel. 


Development projects are as- 
signed and final procurement 
purchases are made on the 
thinking, reports and recom- 
mendations of these Air Force 
planners. Only in AIR FORCE, 
the magazine of military avia- 
tion, are these key “military 
executives” within reach... . 


AIR FORCE 


THE MAGAZINE OF AMERICAN AIRPOWER 


SANFORD A. WOLF 


Advertising Director 


114 East 40th St. @ New York 16 N.Y. 


MUrray Hill 9-3817 


Los Angeies @ Chicago @ San Francisco 
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motion kits with suggested editori- 


als, display advertisements and ad- 


vertising sales helps, have been 


mailed to executives of all ABC 


periodicals 


Huckster is a bad word .. 
don't say it, AFA head urges 
® NEW YORK 
advertising people, use terms 01 
phrases which give a wrong im- 
pression to the public? 

The question was asked by Elon 
G. Bordon, president, Advertising 
Federation of America, in an edi- 
torial in A.F.A. News 

According to Mr) 


such unfortunate term is “huckster”’ 


Bordon, one 
to describe an adman Originally 
used as the title of a novel which 
criticized advertising, the word has 
been picked up as a joke and used 
promiscuously, he said 

“There have even been one ot 
two advertising clubs given the 
name of the ‘Huckster Club’ by 
their founders,” Mr. Borden said 
“Can you conceive a group of law- 
yers organizing a ‘Shyster Club’ or 
an organization of doctors taking 
the name of the ‘Quack Club’?” 

The ‘AFA president deplored the 
use of “game” or “racket” to de- 


scribe the advertising business 


rk 


Do you, like some 


“Students and young people in 
advertising especially may be _ in- 
fluenced by our careless language,” 


he pointed out. 


Changed style, format boosts 
Starch score for Caterpillar 
® NEW york .. By altering its lay- 
out style, and adopting an “editorial 
type” format, Caterpillar Tractor 
Co. has boosted its Starch “noted” 
score from a 10 average to a 33 
average, in a series of ads placed 
in Engineering News-Record. 
Similar gains by Le Tourneau- 
Westinghouse and Pioneer Continu- 
flo Equipment supported the con- 
tention that such changes in format 
must be accompanied by a switch 
to factual “editorial type” copy as 
well, to achieve improved reader- 


ship results 


‘Institutions’ publishes 
12-page ad section in 3-D 
® CHICAGO Current interest in 
3-D was capitalized on by Institu- 
tions Magazine when it produced 
a 12-page section of advertising and 
editorial matter in three-dimension- 
al printing in the August issue 
Readers received the special glass- 
es needed to view the presentation 
several days before they received 


their copies 


The publication used red and blue 





pick your own 
Petroleum Industry 
audience. , . 


P. O. BOX 1589 DALLAS, TEXAS 
PASADENA, CALIFORNIA: Richard P. McKey, 465 E. Union 
St.. RYan 1-8779, New york: Joe B. Woods, 52 Vanderbilt 
Ave., MUrray Hill 4-1880, cuicaco: E. V. Perkins, 53 
W. Jackson Blvd., HArrison 7-6883, pattas: Abbott 
Sparks, Irwin-Keasler Bldg., STerling 4403 


Yes ... among oil papers only The Petroleum 
Engineer lets the reader choose the editorial 
coverage he wants . . . whether Specialized or 
All-Industry. And only PE lets you, the advertiser, 
pick your own petroleum Industry audience .. . 
whether Specialized or All-Industry . . . and pay, 
for only the circulation you need. Here’s how 
simply it works: 


FOR SPECIALIZED COVERAGE: 


For Specialized Coverage: If your products or services 
are sold in just one division of the petroleum industry, 
buy space in one of these three specialized editions: 
Drilling and Production Edition or Refining and Petro- 
chemical Edition or Oil and Gas Pipelining Edition. 
Now, in addition, and at no extra cost, your advertise- 
ment placed in any one of these Specialized Editions 
is also distributed to an all-important segment of addi- 
tional subscribers by the Combined Edition. This 
edition is simply a composite of the three specialized 
editions, subscribed to by all those operating men 
who prefer editorial coverage of the entire industry. 


This means that a drilling-producing ad goes in two 
editions to 14,792 ABC subscribers; a refining-petro- 
chemical ad goes in two editions to 7,850 ABC sub- 
scribers; an oil and gas pipeline ad goes in two editions 
to: 7,045 ABC subscribers. You pay only for the cover- 
age you want. You reach both the Specialized and Com- 
bined interest reader in the edition of his preference. 


FOR ALL-INDUSTRY COVERAGE: 


For ALL-Industry Coverage: Each of PE’s three 
Specialized Editions ... and PE’s Combined Edition 

. contains a General Section of editorial interest 
to all petroleum readers. If your product or service 
demands all-industry coverage, you buy space in this 
General Section. This means your all-industry ad goes 
in all four separate PE editions . . . to 22,131 ABC 
subscribers at a modest “across the board” rate. All 
four editions are published monthly .. . released 
simultaneously . . . with only one plate required, 


Contact your nearest PE representative today to 
learn more about this economical and effective PE 
advertising plan. 





ORDINARY SCREEN De-Lite SCREEN 


difference 


your slides and movies 
look BEST on a Da-Lite 
PROJECTION SCREEN! 


Colors are peal y, oot eeety alive 
on Da.-Lite’s pea’ 
“wide angle” crystal ee projection 
screens. It's CO ‘OR MAGIC ... it’s 
nny | yrojected color as it really is on 
your ee And the controlled-process 
WHITE MAGIC surface STA 
whiter, brighter—longer, never dulling 
the beauty of your slides and movies. 
Yes, you'll see the DIFFERENCE 
instantly when you see how WHITE 
MAGIC screen surface preserves that 
“natural dimension” captured in 
rich, true colors by your camera! 


YOUR PHOTO DEALER WILL DEMONSTRATE 
THere’s REAL COlOr magic | 


ONLY ON A er oe Lite’ 
Whde Magic rrosecrion screen 





Trade Mark 
SEE THE 
“PUSH-BUTTON” 
® 
PROJECTION SCREEN 


THE FIRST AND 
FINEST PORTABLE 


screen with fast, 
easy “push-button” 
set up controls; 

8 sizes: 4 
rectangular and 

4 square. 


DA-LITE || SCREENS 
PRICED |] $3.50 TO$645 


FREE ! COLOR MAGIC Booklet 


Tells hew te get mere thrilling brilliance in 
slides, movies. 

MAIL COUPON TO: De-Lite Screen Co., Inc. 
2795 WN. Pulaski Reed, Chicege 39, Ill. 

Send my copy ef the COLOR MAGIC Booklet! 


NAME 
ADDRESS 
city... 


ZONE STATE 


prem nwreancre = ewaaeeeq 
Leasaeaeseaneaneneae 
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@) News 


transparent inks to match the tints 
of the special provided 
readers. Of particular note was 
an ad by Libbey-Owens-Ford’s 
Plaskon Div., for unbreakable 
nerware which pictured a waitress 
dropping a full of dishes 
Viewed through the special glasses, 
the dishes actually 
falling in the air and away from the 
page. 


glasses 


din- 
tray 


appear to be 


Emil Stanley elected president 
of Traffic Service Corp. 

® cHIcaAGo . . Emil G. Stanley, 
executive vice-president 


for- 

and 

has been elected presi- 

dent and treasurer of the Traffic 

Service Corp., publisher of Daily 

Traffic World, Traffic Bulletin week- 
ly and Traffic World weekly. 

He succeeds 

E. F. Hamm, Jr., 

who 

after 


service in 


mer 
secretary, 


resigned 
20 years of 
the 
corporation to 
accept a new 
post as manag- 
ing director of 
the 


Commission in 


Stanl 
a Interstate 


Commerce Wash- 
ington 

Mr. Stanley Mr 
Hamm as president and treasurer 
of the corporation’s wholly-owned 
subsidiaries, which include the Col- 
lege of Advanced Traffic, Chicago; 


will succeed 


This 1s terrible... 
BUT we have got to get 


NATURAL GAS 


4 


Honest Admission . . When Hansell 
by a natural gas line being laid by his own 


Savannah, Ga., was stopped in traffic 


-ompany, he at first got mad . 


be transferred to other points in 


then had a brain storm. Result: 


the city where 


the Academy of Advanced Traffic, 
New York and Philadelphia; and 
Transportation Supply News Pub- 
lishing Corp., Chicago, which pub- 
lishes Transportation Supply News. 

Mr. Stanley, who was educated at 
Carnegie Institute of Technology 
and Northwestern University, joined 
Traffic Service in 1938. He became 
advertising director in 1941, vice- 
president and secretary in 1945 and 
executive vice-president in 1951. He 
is 42. 

A past president of the Chicago 
Business Publications Association, 
Mr. Stanley is a vice-president of 
the Chicago Industrial Advertisers 
Association 


DMAA begins annual 

convention Sept. 30 at Detroit 
® DETROIT Industrial and 
sumer direct mail problems will be 
discussed at the three-day 36th an- 
nual convention of the Direct Mail 


con- 


Advertising Association beginning 
here Sept. 30. Speeches and _ in- 
formal work-table 


be featured 


discussions will 


ABP publishers agree 
on standard fractional sizes 
A further 


tendency 


®@ NEW YORK 
the 


standardization of advertising for- 


step in 
developing toward 
mat in the business press has been 
taken by 
lications, with a recommendation for 


Associated Business Pub- 


standard fractional page sizes in all 
Continued on page 46 


Hillyer, president. South Atlantic Gas Co. 


this sign, which will 


streets will be dug up for the pipeline 
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WHY BE CONTENT with mere circulation 
when you can have so much more for the same 
money? WHY NOT TAKE ADVANTAGE 
of the plus values Domestic Engineering’s 
award-winning editorial excellence makes avail- 
able to you — plus values in greater readership, 
confidence and prestige among the quality con- 
tractor-dealers who know how to apply Do- 
mestic Engineering’s ideas for greater business 
for themselves and more sales for you? 

NOW IS THE TIME to plan larger utilization 
of this publication’s larger ability to serve you 
in reaching your sales objectives. 


Quality Editorial 








armracts Quality Audience 


The U. S. Census of Business has re- 
ported that 33.8% of the plumbing and 
heating contractors handle 82.8% of the 
annual industry volume. A_ leading 
heating equipment manufacturer recently 
found that his 2,000 top dealers give him 
70% of his total volume while the re- 
maining 30% comes from more than 
11,000 smaller dealers. A _ sales execu- 
tive of one of America’s largest appliance 
manufacturers has declared that 10% of 
his dealers account for 50% of his dish- 
washer sales. 


It costs no more to concentrate your 
advertising on the big buyers of plumb- 
ing, heating and air conditioning prod- 
ucts and appliances who concentrate 
their readership and loyalty on Domestic 
Engineering. Because of the high edi- 
torial [.Q., the high level of purpose, 
and the high quality of presentation, the 
more successful, more ambitious, and 
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AWARDS TO 
DOMESTIC ENGINEERING 


for Meritorious 









Editorial Service 


Twelve previous awards have come to Domestic Engi- 
neering in Industrial Marketing's editorial competition, 
but none more significant than this, a first award for the 
famous Bay City Story, the research which changed the 


course of an industry. 


1801 PRAIRIE AVENUE, 


about 


more capable types of readers ace at 
tracted to Domestic Engineering. So, 
your selling should be concentrated 
where buying is concentrated. 

The helpfulness, the accuracy, and the 
responsibility of Domestic Engineering's 
high quality editorial content has won 
the implicit confidence of its audience. 
Thus the reader approaches your adver- 
tising with an attitude of confidence, 
with an open and receptive mind. The 
big bonus of believability built into this 
publication is one of many valid reasons 
why it will pay you to concentrate your 
program in Domestic Engineering. 





CONSULT YOUR ADVERTISING AGENCY 


concentrating your sales effort 
where the big buying power concentrates 
its readership . . in Domestic Engi- 
neering! 







CHICAGO 16, ILLINOIS 


TEXTILE MILLS 
DOMINATE 


INDUSTRIAL 


MARKETS 
IN LATIN AMERICA 


- 


interior of a Chilean cotton mill, typical 

of progressive Latin factories 
From Mexico to Argentina, more 
than 3000 mills are busy turning 
out the textile requirements for 
one hundred and fifty million 
people. In many classes of mer- 
chandise they produce less than 
half the local demand. Conse- 
quently, the pressure for expan- 
sion is great. 
Yet, even to-day, and discounting 
the growth to come, the textile 
industries of Latin-America pro- 
vide by far the largest single 
field for sales of industrial 
equipment. They buy special- 
ized textile machinery, of course. 
In addition to that they buy 
equipment for materials han- 
dling, air and water condition- 
ing, pumps, motors, compres- 
sors and a broad spectrum of in- 
dustrial goods. 
Almost without exception, these 
mills consult TEXTILES PAN. 
AMERICANOS for North Amer- 
ican sources of supply. It “talks 
their language”, gives you a 
quick and impressive introdue- 
tion to the most 
important buy- 
ers in the field. 
Fullinformation g# 
and rates on re- 
quest. 


PUBLISHING CO., Inc. 


570 7th Ave., NEW YORK 18 
LAckawanna 4-5563 


i) NEWS 


7x10” publications 

A survey of ABP membership re- 
vealed that the majority of pub- 
lishers were able to agree on stand- 
ard dimensions for the most com- 
monly used fractional size units, as 
follows: 

Two-thirds vertical 
4-9/16 x 10 

One-half page, horizontal 


page, 


. 7x4% 
334x110 
4-9/16x 


One-half page, vertical 
One-half page, island 
7 
One-third page, vertical . . 2-3/16 

x10 
One-third page, square 
47, 


One-quarter page, 


4-9/ 16x 


horizontal 
Tx23% 

One-quarter page, 
17%, 


One-sixth page, vertical 


square 


2-3/16 
x4% 

One-eighth page, square . . 3%sx 
23% 

The recommendations result 
from an analysis which showed 118 
variations in the dimensions quoted 
for 18 different fractional size units 
For example, there were six differ- 
ent measurements for a_ vertical 
two-thirds page, and five different 
sizes for a half-page unit in various 
7x10” publications 


Need better training, 
not more salesmen, PA’‘s say 
® NEW YORK Better sales man- 
agement and training . not more 
salesmen are needed today, ac- 
cording to 87° of the purchasing 
agents queried in a survey by Pur- 
chasing, a Conover-Mast_ publica- 
tion 

A total of 500 purchasing agents 
were queried by the publication, 
and 72% of them said that less than 
a quarter of the calls made on them 
represent sound, aggressive, com- 


More than half of 


the salesmen’s calls are merely rou- 


petitive selling 


tine, a majority of the purchasing 
agents said. 
About 71% 


sponded to the survey 


of the men who re- 
reported a 
noticeable increase in the number 
of salesmen calling; 67°, said there 
was no change in the quality of the 
salesmen, while 25° think the qual- 


ity better, and 8° think it is poorer 


Hercules advertising director 


becomes a company president 


® ST. LOUIS, MICH A director of 
advertising has become a company 
president in one big step. 

Theodore Marvin has resigned his 
position as director of advertising 
for Hercules Powder Co., Wilming- 
ton, Del., 
Michigan Chemical Corp., St. Louis, 
Mich 

Mr. Martin came to Hercules 30 
years ago from the faculty of Colo- 
rado School of Mines, was promoted 
to advertising manager in 1931 and 
director of advertising in 1944. A 


to become president of 


native of Billings, Mont., he received 
degrees of engineer of mines and 
master of science in 1922 and 1923 
respectively at the Colorado School 
of Mines, where he served on the 
faculty after working for several 
mining companies. 

He is a past vice-president of the 
National Industrial Advertisers As- 
sociation and a member of the As- 
sociation of National Advertisers 
and the American Institute of Min- 
ing & Metallurgical Engineers. 

He is succeeded as director of ad- 
vertising at Hercules by Montgom- 
ery R. Budd, former assistant di- 
rector. 

Mr. Budd, who also is an alumnus 
of the Colorado School of Mines, has 
served Hercules since 1929 when he 
became associate edtor of its com- 
pany publication, “The Explosives 
Engineer.” He served as coordina- 
tor of employe relations for Her- 
cules’ Expiosives Department dur- 
ing World War II, and became as- 
advertising in 


sistant director of 


1°45. 
Advertiser Changes. . 


George C. Somes, Jr. 


1Q44 of the PD 


$4 n INEW IOrK 


for stlandara 


Paul Shivell 


Frederick R. Brewster . 





A\\,\MAN’S BEST FRIEND! 


4 
There’s a bond of mutual respect between 
MODERN MACHINE SHOP and its thousands 


of readers. They look to ic for,current authori- 


tative information . it never fails them 
MODERN MACHINE SHOP ts regarded as a 
highly valued companion by these men 

production executives who must keep up on 


latest developments. 


When vou use MODERN MACHINE SHOP, 
you put your message where more than 40,00 
‘“‘decision’’ men are sure to see it. Your advertis- 

Y part of a magazine that enjoys the con- 
fidence of men who buy or influence buying in 


their plants 


MODERN MACHINE SHOP is ‘“‘the most 


result-ful’’ magazine in the entire metalworking 


ea fio 


field. With over 40,000 circulation, it commands 
the respect of more important buying factors 


than any other metalworking publication 


Its plane circulation alone 30,000 plants re 
ceiving One or more Copies is larger than the 
total circulation of many leading metalworking 
publications. More than 800 advertisers report 
exceptional inquiry activity consistent, 


low “COST results 


Put vour money where your market 1s 


in MODERN MACHINE SHOP 


Write for New 48-page FACTS FOLDER, 
“Highway to Metalworking” 


MODERN MACHINE SHOP 
431 Main St., Cincinnati 2, Ohio 
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CUSTOMER WRITES: 
“We have been very well satis- 
fied with your long-range serv- 
ice, and definitely feel that it 
has been helpful in our soles 
planning.” 


Howard E. Bahr. . / 


K 
K 


Richard E. Hoierman 
John T. Lanahan, 


Agen — 
W. L. Nahin . . gency Changes 
. rod Ransom Reynolds. . former 
' — 
ither, New York 
Jack L. Modrich . . former sa a William H. Genge . . formerly 


f Jaqler 


Lester H. Courtney . . has been appointed Meldrum & Fewsmith . . 


een nanaie 


inree 


& By Ashland 
» Dros sn 3 


Kurtz M. Hanson . . former vice-president J. Walter Thompson . . 


4 t U | 
Bernard M. Kewin . . former assistant ad tipprodt, In manufacturer of 
offers tested idvertising manager of the Automatic Marsteller, Gebhardt & Reed . . Chicag 
h Teamanortntor Saeed has been named to handle advertising for 
Weat eT Teri Segur . . former assistant sales pr yan Power Shovel C both 


You cun make or save money by i 
A 











making weather work for you. 
Accurate long range weather 
forecasts help you to ~plan and . 
time your sales — purchases — y 
production — inventory control 
—and advertising more effec- 
tively. Cooperating with famed 
National Weather Institute, 
Western Union provides scien- 
tifically based, time-tested fore- 
casts. They range from one 
month to six months in advance, 























For information and rates, 
wire of write to: 
Director of Collateral Services 
WESTERN UNION TELEGRAPH CO. ; 
COPYRIGHT 1953 CARTOONS. OF -THE-MONTH 
60 Hudson Street 
New York 13, N. Y. 





“And now, for my impression of our dear employer 
returning from another arduous trip. . .” 





John Falkner Amdt & Co. . . Philadelphia ELECTRONIC 


SERVED BY ONE PUBLICATION... 


Marschalk & Pratt . . N« 


named to handle 


Electronic 
Equipment 


INCLUDING INDUSTRIAL ELECTRONIC APPLICATIONS 


WITH A CIRCULATION OVER 
Burlingame-Grossman . . Chicago agency 
has a n named to handle business pu 28,000 
"9 1 INDUSTRIAL* 11,007 


users of electronic equipment. 


ae 2 MANUFACTURING 10.036 
G. M. Basford . . New York agency, has : he ; 
os radio, television and other electronic 
been appointed t handle 1dvertising 1 equipment. 
Baker-Lull Corp., Minneapolis manutactu! 
er of bulk materials handling equipment 3 LABORATORIES 3,885 


engineering development, and research. 


-siccclterigaasnlage tag neh “ange empe 4 COMMUNICATIONS 3,107 


pointed agency for Caine 


Robert Knox Advertising . . ha 


40th St., New York 


ern : commercial, government and private 
subsidiary of Cail ptee pie 
. aj applications. 


TOTAL 28,035 





Lewis Advertising Agency .. has been 100% VERIFIED OCCUPATIONAL 
name circulation. ..addressed to indi- FUNCTIONS 
viduals by name and title, this circulation ENGINEERING & TECHNICAL 
is the best ever offered to advertisers, PERSONNEL . 90.23% 
MANAGEMENT 8.58% 
LIVE SALES LEADS OTHER . an 1.19% 


ELECTRONIC EQUIPMENT delivered : 
over 24,000 active sales leads from ad- EDITORIAL POLICY 


vertising and editorial items in its March 1. PRODUCT INFORMATION 
issue. PROOF of the highest degree of 2. INDUSTRIAL ELECTRONIC 
readership and reader interest APPLICATIONS 


appointed to direct advertising and put 
‘amloc Fastener Corp., Paramus 


ifacturer of aircraft and industria 


O. Puffer Co. . . Chicag 
inted to handle advertising for 


orp., Kewanee 











"A complete survey report on the Industrial Market and how it uses and buys electronic products 


Ransom Reynolds . . ha 
is available on request 


: piggies eager ELECTRONIC EQUIPMENT 
A Published by 
SUTTON PUBLISHING COMPANY, INC. 


ALSO PUBLISHERS OF 


METAL-WORKING © CONTRACTORS ELECTRICAL EQUIPMENT © ELECTRICAL EQUIPMENT 
All meneame pace igen inadian Ass 172 SOUTH BROADWAY WHITE PLAINS, N. Y. 
iation of Advertising Agencies have beer WHITE PLAINS 9-8500 
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_ and each one a reader of CHEMICAL 
AND ENGINEERING NEWS, where he 
keeps abreast of the latest news develop- 


r 
ments in the fast-moving Chemical and 
—— ; Process Industries. 
GER - 
PRODUCTION MANA ' These are the men who occupy top positions 
cee on your prospect lists . . . 


Presidents, vice-presidents, general man- 


WORKS EXECUTIVE agers . . . works executives, production 


managers, chief engineers . . . directors 





of research and development . . . chem- 
ists and chemical engineers. 


And C&ENews reaches more than twice as 





many of them as any other magazine serving 


VICE PRESIDENT these industries .. . ata time when they are 


interested in news pertaining to their business 





operatic ns. 


CHEMICAL ENGINEER To sell your products to the Chemical and 


Process Industries, sell the decision-makers — 





DIRECTOR the men who buy and specify—in 


» ; 
~_gverything F of <n 


something for EY erybody - “ENINEERNG 
auc Mita MND 
news 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO « CLEVELAND e SAN FRANCISCO ¢ LOS ANGELES ¢ SEATTLE ¢ DALLAS ¢ DENVER 
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Agency executives strike back 


at critics of 15% .. cite results 


A spontaneous, unsolicited burst of letters 
has hit the editor's desk of Industrial Mar- 
keting as a result of an article by Ray- 
mond P. Wiggers, advertising manager of 
the Frank G. Hough Co. (IM, April), where- 
in Mr. Wiggers urged abolition of the 15% 
commission system for agencies. 


Letters from agency executives were un- 
animously opposed to Mr. Wiggers’ stand. 
They appear below, leading off with one 
by veteran agency president Harvey A. 
Scribner of Russell T. Gray. Inc., Chicago, 
specialist in industrial accounts. Letters 
supporting Mr. Wiggers’ ideas already 
have been published (IM, June). 


Since the article was published, Mr. 
Wiggers has moved over onto the agency 
side of the fence, as vice-president of 
Glenn, Jordan, Stoetzel, Chicago agency. 
We'll recheck his views later. 


® TO THE EDITOR: I read, with in- 
terest, the article by Mr. R. P. Wig- 
gers on the subject of improving 
agency relationships and his criti- 
cism of the 15% commission. Recent 
bursts of support for Mr. Wiggers’ 
comments in the June issue of IN- 
DUSTRIAL MARKETING have caused me 
to think that maybe some of the 
points in favor of the agency com- 
mission should be brought out. 
There are advantages to the 15°, 
commission system. I can say this 
without fear of criticism for this 
support because Russell T. Gray, 
Inc., is paid by the client, not the 
publications, but on the basis of 
157. I have noted that most of 
those people who rabidly criticize 
the 15°) commission are those who 
have never had any experience with 
pricing agency service and they are 
generally unaware of the problems 
Usually, too, they are 
people who have had experience 
I believe I 


am correct in saying that this is the 


involved. 
with very few agencies. 


case with Mr. Wiggers. 


Mr. Wiggers assembles his argu- 
ments against the 15°; commission 
in a series of points. I submit that 
there is not a single one of the ob- 
jections in any one of these points 
that is not within the control of the 
advertising manager dealing with 
Let’s take them one at 
a time (the italics are Mr. Wiggers’ 


the agency 


statements): 


1. “Most agencies depend prima- 
rily upon publication commissions 
for their income. Such a condition 
places an unfair burden upon the 
honesty of the account executive 
develops an unbalanced attitude be- 
tween publications and other pro- 
motional media. The system re- 
wards the unscrupulous agency ad- 
vertiser and disfavors the careful 
program planner.” 

Assuming that the 15 does place 
an unfair burden on the honesty of 
the account executive with some 
agencies, we believe that the ad- 
vertising manager should govern his 
own complete program anc make 
sure that both the list of publica- 
tions is properly selected in line 
with the plans of the company and 
that the direct mail and all of the 
effort fit 
If this is the case 


other sales promotional 
into the program. 
the operation of the agency rests 
entirely on the ineffectiveness of the 
advertising manager and it is the 
manager that is to be censured, not 


the agency 


y 3 “The advertiser's market is 
flooded by a lecherous growth of 
publications that milk the advertiser 
of his time, efforts and his limited 
eppropriations. The existence of 
many of today’s publications is pri- 
marily due to the hard-to-resist 
temptation of increased agency im- 


come. In fact I am convinced that 
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a disappearance of the 15 com- 
mission system would automatically 
and considerably reduce the num- 
ber of publications in a quick ‘sur- 
vival of the fittest’ movement 

There has been, without doubt, a 
flood of publications, particularly in 
certain industries, that have beyond 
question made an attempt to milk 
the advertiser for a part of his ap- 
propriation. The acceptance and use 
of these publications again rests di- 
rectly in the lap of the advertising 
manager and in many cases the 
dealers whom the advertising man- 
ager’s company supports. To stop 
this sort of thing it is simply a case 
of telling the agency that the ad- 
vertiser does not care to use any or 
all of the publications in question 
The 15° has absolutely nothing to 
do with the picture 


3. “Advertising managers are gen- 
erally aware of this situation and 
have developed a suspicious attitude 
toward agency publication recom- 
mendations. Suspicion, founded or 
unfounded, is a deterrent to close 
agency-client relationships. 

If advertising managers have de- 
veloped a suspicious attitude toward 
agency publication recommenda- 
tions, they must have also devel- 
oped suspicion on other practices in 
If this 


is the case it is up to the advertis- 


which their agency indulges 


ing manager to find a new agency 


4. “New and small business finds 
it almost impossible to obtain the 
type of promotional assistance it re- 
quires when it is passing through its 
embryo stage. Although potentials 
may be considerable one agency 
after another turns down a prospec- 
tive account because its tentative 
publication schedule brings in too 


little immediate revenue 

















Do agencymen help 
the small advertiser? 


If your agency's honest, 15% will work 


. . it it isn't, God help you, agency heads say 


I can’t imagine, with all of the 
number of agencies there are serv- 
icing accounts today, that a small 
business can possibly have trouble 
finding suitable promotional assist- 
ance somewhere close to him. We, 
ourselves, always have one or two 
small accounts which we are de- 
veloping. We can name a half a 
dozen small agencies capable of do- 
ing an excellent job for any small 
account from $1,000 appropriations 
on up. If small business is having 
trouble the mistake lies with the 
type of firms small businesses are 
looking for and most agencies are 
quite aware of the fact that small 
concerns of desirable potential are 
going to make excellent accounts 
tomorrow. Certainly the 15% has 
very little to do with this. 


5. “Under the existing system few 
advertisers are receiving full value 
from their agencies. As long as the 
agency's bread is buttered by a 
third party, allegiance to the adver- 
tiser will be only surface deep ex- 
cept in rare cases. Generally miss- 
ing is the agency’s personal desire 
to achieve outstanding results. In 
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its place is a frantic urge to locate 
new accounts which will increase 
the dollar intake via _ publication 
commissions.” 

This is probably as unfair an in- 
dictment of agency service generally 
as I have ever seen. 
knows that every business has a 
certain percentage of scamps within 
its ranks. 
manufacturers who take advantage 


Everyone 


This is just as true of 


of agency operation as it is of the 
agencies. For manufacturers to as- 
sume that their skirts are entirely 
clean and that their practices are 
all lily white is a far flight of imag- 
ination into industrial egotism. 
Agency assistance to advertisers 
was rapidly growing, well before the 
publications in the industrial field 
universally went to agency commis- 
It was this rapid growth that 
prompted so many publications to 
put the agency commission system 
in. This growth of agency assist- 
ance reduced the 
amount of attention the magazines 
had to give to advertising, and al- 
lowed more time and effort to be 
put into the improvement of the 
editorial content of the books. 


sion. 


progressively 


Or do they 
scorn him? 


The percentage of agency assist- 
ance probably have 
tinued to grow whether the 15% 
had been added or not, and, as ev- 
eryone knows, the amount of agen- 
cy advertising placement in publi- 
cations today is by far the highest 
proportion of the space being placed 
and of the highest quality. I can 
hardly believe that these figures 
which have resulted both in better 
advertising for the manufacturer 
and better publications can be the 
result of an agency system or a 
payment system where “few ad- 
vertisers are receiving full value 
from their agencies.” 

Any agency that hasn’t a per- 
sonal desire to achieve outstanding 
results for its advertisers cannot 
long be a successful agency. We 
have accounts that have been with 
us for over 30 years and I know 
of many industrial agencies and 
general agencies that can boast of 
accounts having been with them 
for even longer periods of time. 
Are we to believe that these busi- 
nesses are staying with their agen- 
cies and not receiving personal in- 
terest and good service? This has 


would con- 





gone on for many years either be- 
cause of or in spite of the 15%. 


One Man’‘s Pocket . . We come 
now to the paragraph on the adver- 
tising manager assuming his pre- 
rogative as an executive and an 
employer. Again I submit that the 
agency commission of 15% has ab- 
solutely nothing to do with the ad- 
vertising manager and the advertis- 
ing agency. The 15° commission 
is simply a method of moving mon- 
ey from one man’s pocket to an- 
other’s. 

The prerogatives of the executive 
and employer in the form of the ad- 
vertising manager can be fully as 
effective and efficient with the 15% 
commission as they can with any 
form of service fee. Does the 15% 
keep the advertising manager from 
firing the agency? Does the 15% 
have any effect on any decision in- 
sofar as company space placement, 
direct mail or catalogs produced 
that the advertising manager asks 
the agency to do? The answers are 
obvious. 

The 15° 
for many years to control the meth- 


commission has served 


ods of charging for agency service. 
One of the greatest problems that 
I believe faces most agencies is that 
of charging reasonably, yet suffi- 
ciently, to cover all of the extras 
and non-curriculum requests that 
come to the advertising agency. 

We have bought, and buy regu- 
larly, transportation, theater tickets, 
hotel reservations; we have pur- 
chased telescopes, articles of cloth- 
ing, personal transportation for ‘7a- 
cation purposes; we have investi- 
gated attorneys, secured outside en- 
gineering staffs to aid regular engi- 
neering departments, looked up 
professional patent 
cases and handled a myriad of mis- 
cellaneous confidential information 
and research work that presents a 
problem of how to charge for it, 
if we are to charge at all. We are 
glad to do these things, but they do 
take time. 


assistance for 


It Stops the Haggle . . The 15% 
provides an automatic sliding scale 
that takes care of increases in budg- 
ets and other requests on the part 
of the client without getting into a 
haggle as to whether or not the 
service fee should be raised or ad- 


ditional costs should be billed to 
cover special conditions. The 15% 
arrangement is an open and above 
board charge which every adver- 
tising man and almost all managers 
understand. 
which 
their advertising operations without 
the extra worry of setting aside 
special budgets to cover service and 
charges which otherwise would hold 
them back. 

I firmly believe that the agency 
commission has been responsible for 


It provides a basis on 


small accounts can begin 


getting small companies 
started in advertising. I 
that this can be borne out by sta- 


tistics from the publications them- 


many 
believe 


selves. 
I recognize the fact that there 
are, in these broad United States, 
a number of companies that have 
sizable advertising departments ca- 
pable of doing anything that the 
best agency can do. It should be 
obvious, however, that the number 
of companies in this position is rela- 
tively small. For each concern with 
those facilities there are 100 com- 
panies smaller, some even without 
advertising departments of any 
character, that are in no position to 
produce advertising of any quality 
whatever. 
These 


agency system, and many of them 


companies, through the 
because of the 15° commission, are 
able to produce advertising that is 
bringing them better 
type of advertising than they could 
get from publication service depart- 
ments if they still existed, or than 
they would take the time to do 
This results in elevat- 


business, a 


themselves. 
ing the entire plane of advertising 
in all publications to the very def- 
inite advantage of all of us con- 
cerned. Here again, the 15% has 
resulted in an improved advantage 
to everybody because without it 
many of these 
would either not advertise or would 
not advertise to the extent they do 


smaller concerns 


Would Destroy Control . . If the 
agencies as a whole were to move 
into a straight operation of charg- 
ing on the basis of service fees for 
each job direct to the client, you 
would either destroy the control on 
charging and find such a variation 
in pricing methods, etc., that the 
criticism of agency operation would 


be either greater than it is or the 
average agency would simply stand 
pat where it is and say, we charge 
of the gross 
of the 
space rate, so you would simply 
have the same thing you have now, 


on the basis of 15% 


space rate or perhaps 20% 


anyway, without any control. 

If you went to a straight service 
fee you would have continual ar- 
gument every time the budget was 
changed. You would have a new 
rate every year. It would evolve 
into arriving at a definite charge 
for every job and would cost an 
agency so much that the over-all 
percentage would have to be higher 
in the end. These things would 
simply tend to further increase the 
suspicion of agency operation and 
act as a severe deterrent to close 
agency-client relationships 

I fully appreciate the fact that the 
15°% commission method is not per- 
fect, but sometimes it is better to 
live with a proved system that does 
a 90% job, in view of the fact that 
perhaps the 100% system doesn't 
exist 

I say, let the 15°; commission 
stand. 

HARVEY A. SCRIBNER 

Russell T 


Inc., Chicago 


President, Gray, 


Decries suspicion, says agency 
must stand or fall on honesty 


® TO THE EDITOR: Re the 15°, agen- 
cy commission argument 


If the advertising manager is suspicious 
of the agency’s media recommendations 
he had better find a new agency” 


Mr. Scribner 
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In my view, the principal point in 
favor of its abolition is that the 
agency is the agent of the adver- 
tiser yet is paid by the publisher 
That it works is largely due to the 
calibre of men employed by agen- 
cies. I have worked in two agencies 
so far, and it has been my experi- 
ence that the honesty of my asso- 
ciates has been fully equal to the 
“unfair burden” which Mr. Wiggers 
deplores 

The company which does business 
with an advertising agency that is 
untrustworthy, and more interested 
in agency billings than giving the 


advertiser a full dollar's worth, 
needs to have its head read If 
you're dealing with that type, which 
I doubt, anything can happen, re- 
gardless of the existence or non- 
existence of 15°; Commission. 


Agency executives are continually 


advising against the use of media 


which they believe would waste the 
even though 
They do that, 


not only because they are honest, 


advertiser's money, 


there is 15° in it 


but because their retention of the 
account depends on their reputation 
I should judge that “the only man 
who has twice won the annual Put- 
man award” has been getting pretty 
good agency service, so why the 
aura of suspicion surrounding your 
whole article, Mr. Wiggers? You 
might have a different system and 
be a lot worse off, surely. 

It would not be difficult for many 
reputable agencies of long standing 
to cite cases (if they were free to 
talk about them) where the agency 
has carried a company over a 
change in ad managers, has guided 
and supported an inexperienced ad 
manager, and even worked for small 
advertisers to build them into big 
ones, where they might expect to 
make a profit eventually. Would 
removal of 15°, commission and in- 
troduction of a fee change that at 
all? 

Finally, under the present com- 
mission system the agency can ad- 
vise the client from a more detached 
point of view than that of a mere 
“hired” servant, at the same time 
giving all the loyal service that any 
Whatever the 


it will only be as good 


employe could give 
system Is, 
as the people who operate it. The 


right answer may be the 15% com- 
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mission plus a service fee where 
that can be justified 
T. STANLEY GLOVER 
Account Executive and Direc- 
tor, Ferres Advertising, Ltd., 
Hamilton, Canada 


Says competitive system makes 
15% work .. it's survival of fit 
® TO THE EDITOR: Let us begin by 
admitting that there are high-bind- 
ers, horse thieves and_ jibbering 
idiots in the advertising profession 
But, these characters are, fortunate- 
ly, few in number and live a short 
professional life 

The agency which wants to stay in 
business is not going to deliberately 
sell his client something he knows 
darn well is a waste of money. Sales 
managers have a very nasty habit 
of comparing sales figures and ad- 
vertising budgets. The boy who 
sells bum goods isn't going to be 
around long! 

One gripe is that countless trade 
publications today are in business 
only because of the 15°, commission 
offered agencies. The charge is that 
the more publications there are, the 
better the chance of high magazine 
commissions to the agencies 

This we feel is a lot of eyewash 
True, there is much duplication in 
the publishing field. But we feel 
that it has more to do with the 
quirks of individual tastes than it 
does with desires of agency execu- 
tives to keep the billings high. Why 
one person reads a certain publica- 
tion in preference to another is in- 
But the fact still 


remains that two magazines con- 


deed a mystery 

cerned with the same field and 
carrying practically the same text 
matter both have their share of 
And it doesn’t follow that 
if one goes out of print, the other 


readers. 


remaining will double its circula- 
tion As in any business activity, 
the strong will survive the weak 
will pass into oblivion! 

In spite of what the “agency- 
baiters” say, we know from personal 
experience that ad men spend a 
good deal of their time ducking 
magazine representatives trying to 
peddle space that is of little or no 
value to a given client. In fact, we 
know a good number of highly suc- 
cessful space reps who would much 
rather make their “pitches” to the 


client's advertising manager than to 


his account executive. 

We'll go along with the beef that 
there are too blankety-blank many 
publications in the U. S. today, es- 
pecially in the trade paper field. The 
traffic problems they cause agencies 
are sometimes overwhelming. But 
would fold 


if the 157 agency commission were 


we question how many 


abolished tomorrow 

As for the new, or small, adver- 
tiser who finds an agency cool to 
because of 


handling his account 


small magazine billings. we have 
only one comment: for every agency 
who will turn you down, there are 
100, more or less, who will accept 
you with open arms! Agencies in 
general always wish to expand 
and one of the ways they accom- 
plish this is to ride along, side-by- 
side, with an expanding client 
That many small business firms 
today have a very nasty taste in 
their mouths as a result of dealings 
with ad men is very unfortunate for 
all concerned. But, if such a con- 
cern had taken the trouble to shop 
around before giving its business to 
a particular agency, this situation 


Often, 


through plain ignorance or naivete, 


would never have arisen 


a prospective advertiser will cal] fou 
help from an agency that is eithe: 
unfamiliar with his field or not 
geared to handle his particular type 
of operation. But, again, there are, 
today, agencies that specialize in 
handling the advertising problems 


be it 


industrial, chemical, pharmaceutical. 


of certain types of business 


medical, etc. And these concerns 
are looking for you as much as you 
are looking for them 

One good way to determine, be- 
whether the 
agency is “right” for you is to check 


forehand, particular 


its list of accounts. Next, see how 
long they have had their accounts 
Then by asking representatives of 
leading publications in the field and 
by checking with friends in other 
concerns in your field, you can get 
a good idea of whether the agency 
in question will suit your needs. 

By following this method of 
choosing an agency, it is highly un- 
likely for a would-be advertiser to 
get “stung.” « 

PETER B. VOORHIES 
J. Voorhies Advertising. New 
York 





Qol| the Marine Industry by selling all the key men 


those who specify and buy. for ship design, 
Shipbuilding, ship repair and ship operation. 


Ship Construction and Repair Companies 


Top Executives. Usually act only on general 
policies, and where large expenditures are concerned. 


Naval Architects; Marine Engineers. Design 
and supervise construction of new vessels, and large 
conversion or reconditioning. Specify materials, fittings 
and equipment with approval of owner’s technical rep- 
resentative. 


Works Managers or Superintendents. spe- 
cify equipment and materials for the plant and for 
plant operation. 


Ship Operating Companies 


Top Executives. Usually act only on general 
policies, and where large expenditures are concerned. 


Technical Staff. (Marine Superintendent, Man- 
ager of Construction and Repair, Port Engineer and 
Port Captain)—Most important factors in specification 
and purchase of engineering products for new construc- 
tion; and for maintenance of vessels in service. 


Naval Architects; Marine Engineers. (Con- 
sulting, or of Steamship Co.)—Responsible for design of 
new vessels and floating equipment, and also large con- 
version or reconditioning. Specify materials, fittings, and 
equipment, with approval of the owner’s technical rep- 
resentative. 


Chief Engineers; Licensed Assistants. 
(Aboard ship) — Influence purchases of engineering 
products for maintenance of vessels in service. 





MARINE CATALOG AND DIRECTORY 


MARINE CATALOG 
BUYERS’ DIRECTORY 


The standard buying guide for the 
marine industry. Published annually, 
this is the most referred to refer- 
ence volume, geared specifically to 
ease the marine buyer's job of prod- 
uct selection. This is the ideal place 
for your catalog-type sales message 
—the “silent salesman” working for 
you at one cost for twelve months. 
Next edition, 1954. 














ENGINEERING 


Why technically trained, 
engineering-minded men— 
the decision makers— 

turn to Marine Engineering 
for technical information 


MARINE ENGINEERING is edited to supply the techni- 
cal needs in every branch of marine activity. Descriptions 
of new vessels and techniques published in MARINE ENGI- 
NEERING are regarded as authoritative. Designers and build- 
ers often use its descriptions as working guides. Files of 
back numbers are used by marine officials as a major source 
of reference data in carrying new projects. 


How MARINE ENGINEERING leads the field 


14. LARGEST PAID AUDITED CIRCULATION—Highest 
total net paid- circulation in the marine field, according to 
published circulation statements. 
2. EFFECTIVE BUYING POWER COVERAGE~—Adver- 
tisers get coverage of shore personnel of every ship operator 
of vessels of 100 tons or more, as listed in the Marine Direc- 
tory — every active and reactivated shipyard, every naval 
shipyard, and every important independent naval architect. 
3. FIRST AMONG CHIEF ENGINEERS — Reaches 60% 
more chief engineers aboard ship than thé next publication 
.. men whose recommendations carry weight ashore. 
1. EDITORIAL LEADERSHIP — Recognized by marine 
men for its engineering authority... for its shi design, con- 
struction and operating articles... for its editorial staff of 
trained engineers. 
5. VERIFIED READERSHIP--Paid for and read by more 
marine men than any other publication in the field... leads 
in subscription renewals by more than 65%. 
6. RANKED FIRST BY ADVERTISERS — 48% more 
advertising pages in the first 7 months of 1953 than the 
second marine paper. 
7. LEADER IN MARINE MARKET SERVICE TO 
ADVERTISERS — Marine Outlook Letter, mailed each 
Friday, gives advance news on ship construction, recondi- 
tioning and repair. The annual Marine Catalog and Direc- 
tory provides a section listing ship operating, shipbuilding 
and ship repair companies and their equipment, and names 
of important officials: also naval architects, consulting 
engineers, marine surveyors and ship chandlers. 
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Another reason why Architectural Record leads 
its field by 1,000 advertising pages a year... 


THE WAY ARCHITECTS AND ENGINEERS 


RATE ARCHITECTURAL MAGAZINES 


One way to find out how architects and engineers rate architectural 
magazines is to ask them yourself. 


Seores of building product manufacturers and advertising 


agencies have done this in recent years. 


In 50 out of 56 readership studies (sponsored by advertisers and 
agencies) for which results are available 
and in all sixteen such studies since January 1952-—arehitects and 


engineers have rated Architectural Record first. 


The evidence of all these studies is available to you 


but you need not rely upon that alone. We urge you to conduct 


your own magazine preference study among architects and engineers 


who are known to be active prospects for your produc Is. 


We believe the results will give you one more good reason for 


joining those leading building produet manufacturers and 


advertising agencies who today are putting Architectural Record 


ahead of its field by 1.000 advertising pages a year, 


Istanbul Hilton Hotel, Istan- 
bul, Turkey. First presented 
to architects and engineers in 
Architectural Record. Archi- 
tects: Skidmore, Owings 
& Merrill; Sedad H. Elder 
Photographer: Ezra Stoller 


F.W. DODGE 


I Architectural 
Record 2: 


CORPORATION 
119 West 40th St. 


New York 18, N.Y 
OXtord 5-3000 


Four more reasons why 
Architectural Record leads its field 
by 1,000 advertising pages a year: 


3 Editorial timeliness and bal- 
ance: bditorial content is balanced 
scientifically with the aid of Dodge 
Reports in terms of all types of 
buildings architeets and engineers 
are currently designing the types 
of buildings that mean business 
for architects, engineers and 
advertisers, 


2. Editorial quantity: [he Record 
consistently carries more editorial 
pages than any other magazine 
serving architects and engineers 
(30% more in the first six months 
of 1953) 


Se Verifiable market coverage: 
Architectural Record not only 
serves more architects than any 
other technical magazine but it is 
the only magazine that can docu 
ment ats market coverage with 
Dodge Reports Actual check of 
Dodge Reports consistently shows 
coverage of the active architects 
and engineers responsible for 85‘ 


of all architect-designed buildings 


4. Lowest cost: les page per thou- 
sand architects and engineers, 
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Integration . . 


Delta launches four big ways 


to merchandise the advertising 


What it takes: 


® SOMEHOW, when you add up all 

the parts of Delta’s advertising cam- 

paign, you don’t get the sum total 
you get something bigger. 

The reason has been merchandis- 
ing. And for Delta, that meant in- 
tegrating many phases of the adver- 
tising to make each even stronger 
and more powerful than if these 
phases had stood alone. It meant 
relating business publication ads 
with show exhibits, show exhibits 
with reprints, ads with reprints 
in a way that made the company’s 
distributors sit up and take notice 

Here are four big ways that Delta 

that’s Delta Power Div., Rock- 
well Mfg. Co., 
operation with its agency, Marstel- 
ler, Gebhardt & Reed, Chicago, has 
done the job, as told by R. J. Brown, 


Pittsburgh .. in co- 


advertising manager: 


With revamping, 
your ads can sell 
e distributors . . cheap 
A series of ads directed to cus- 


tomers was prepared for business 
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integration, showmanship, salesmanship 


publications. The ads all were the 
case-history type For example, a 
typical ad is headlined ‘3 Simple 
‘Moves’ Show How Versatile Delta 


Tools Solve Production Problems.” 


The three moves were illustrated 
in the ad with pictures and text 
showing three actual examples tak- 
en from three different plants. The 
American Ma- 


schedule included 


chinist, Factory Management & 
Maintenance, Industrial Woodwork- 
ing, Iron Age, Machine & Tool Blue 
Rook, Machinery, Mill & Factory, 
Modern Machine Shop, Production 
Engineering & Management, Steel, 
Tool Engineer, Tooling & Produc- 


tion and Woodworking Digest 


Along with this series of ads, an- 
other series for distributor salesmen 


ran in Industrial Distribution 


This series used the same format 
and illustrations as those directed 
to the buyers but directed the 


message this time to the salesmen 


For example, the “3 Simple 
‘Moves’” headline now became, “3 


Simple ‘Moves’ Suggest 3 Smart 


1On-the Job Sawing Center Costs Only 
wih DELTA Radial 


cae ” 
= *$1300,000 CONSTRUCTION FOR $400 


Oe ree aay, er eee wise Cll, Mo 


.. again 


Ways to Sell Delta 


told the same three case histories 


Copy 


Tools.” 
with specific suggestions to the 
salesman telling him how to use the 
case histories as selling aids. The 
company used the same art and lay- 
out and cut costs thereby 

Delta went a step further. Copies 
of the ads and a letter were sent to 
the company’s 2,200 distributors in 
the form of a direct mail piece. With 
the exception of a sales message on 
the outside of the piece. copy was 
exactly as run in the two sets of ads 
Distributors were offered the re- 
prints in quantities to use as mail 
pieces and space was provided for 
imprinting the distributor's name 
and address. Requests for quantity 
lots of the mail piece came from 
25°, of the company’s distributors 

This phase of the merchandising 
was buttoned up with a spread in 
Industrial Distribution 
“Delta Tools at Work Delta Ads 
at Work To Help You Sell!” Re- 


print of the spread then was used 


headlined, 


as front and back cover of a 12-page 
booklet containing reprints of sev- 
eral of the ads, which was sent to 
distributors and salesmen as a con- 
stant reminder of the selling points 
developed throughout the campaign 


Got a good distrib- 
utor? Tell others 


¢ how he sells 


The company and its agency 
picked out the 15 of the 2.200 Delta 





distributors with the biggest volume 
the 15 most successful distrib- 
utors 

“How did you do it?” they asked 
“To what do vou attribute your suc- 
cess?” 

Answers to the queries formed 
the basis of 15 spreads in Industrial 
Distribution 15 success stories of 
value to other distributors and their 
salesmen, who wanted to merchan- 
dise more successfully. Here again, 
the company squeezed the idea for 
all it was worth. 

The spreads carried headlines like 
“A Tell-All Catalog Plus a Trained 
Phone-Sales Staff Equals Big Delta 
Sales, Says John N. Failing, Assist- 
ant Vice-President and Sales Man- 
ager, the Charles A. Streilinger Co.” 

This particular spread pictured 
Mr. Failing checking through a 
catalog with one of his salesmen, a 
corner of the telephone order de- 
partment, and a one-two-three out- 
line of Mr. Failing’s catalog-tele- 
phone success story. 

Next, a booklet was 
which recapitulated the 
stories of the 15 distributors. The 


prepared 
success 


original statements and a picture of 
each distributor formed the basis of 
the booklet, which was used as a 
direct mail piece and as a handout 
by distributors’ salesmen. 

This bit of merchandising is still 
in process the next step will be 
to wrap up the entire success story 
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the verta Radial Saw! 


Profir-munded builder: lwoking for fester jeb-cite methods got on eye-fuil 
at demonstrations of the saw that cuts ot any angle throegh 360° above 
the work table! 
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Have your Gwn demonstration 


RIGHT ON YOUR OWN DESK! 








.. and again |": 


series in a visual presentation that 
will be a valuable sales tool to the 
company and its distributors’ sales- 


men 


Sell the distributor 
on a classified 

e listing. . this way 
Thomas’ Register, the purchasing 
agents’ helper, isn’t the kind of book 
the average distributor is likely to 
use as a handy reference manual 
Its huge size, to say nothing of the 
14 pounds each of the two volumes 
weighs, almost precludes any but 


ove than 10000 


+BUYING MEN 

+ARE REFERRED TO YOU 
+BY DELTA ADVERTISEMENTS 
+1M THOMAS’ REGISTER 


hy 10 deweinn cretimmning HOR EAIIE came ot | eh 


See Your Ads As They Actually Appear 


Sells Distributors .. Mail ; 
how each ad ried 


iy 


necessary reading As a. conse- 


quence, many distributors who 
are sellers, not buyers don't see 
the Register from one year to the 
next 

Delta prepared a direct mail piece, 
reproducing 14 ads currently ap- 
The direct 


mail piece, which went to the 2,200 


pearing in the Register 


distributors, was captioned, “More 
Than 100,000 Buying Men are Re- 
ferred to You by Delta Advertise- 
ments in Thomas’ Register. 

The mail piece served to inform 
industrial 


the distributors about 

















facts on buying 


To solve raw materials selection, processing 


or compounding problems, process men must 


have complete, confidential facts fast. These 


technical men of many and varied titles make 


up specifying teams who keep their process 


plans to themselves... yet they must have your 


detailed product data if they are to give 


consideration to your chemicals or raw materials. 


With needed work facts before them inside their 


plants, they make further inquiry, call in your 


district salesman, and place sizable orders. 


Thousands of buyers and specifiers recently told 


us how Chemical Materials Catalog simplified 


their search for products and suppliers. Their 


comments, a few of which are reproduced here, 


should materially help you in completing your 


future selling plans to the process industries. 


TIME SAVER EXTRAORDINARY 
“Probably the most beneficial effect 
Chemical Materials Catalog has, as 
far as we are concerned, is the effi- 
cient manner for locating suppliers 
of quickly needed moterials. It is a 
time saver.” 

Chief chemist of a small 

latex company 
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TELLS MUCH, DOESN'T TALK 
“It is used by one of the projects in 
my department, Market Studies 
Group, in their effort to advise other 
research personnel as to the source 
of organic chemicals. This being a re- 
search laboratory, the quantities in- 
volved are often quite small, and our 
work also does not allow detailed 
discussions with company represen- 
tatives.”’ 

Chemical and research department 

supervisor of huge refinery 


. 


ALWAYS USE CMC 

“CMC is always used in our search 

for suppliers of a specific chemical.” 
Purchasing agent of a large 
synthetic fibre firm 


HELPS DEVELOP NEW PRODUCTS 
“In our fast moving business we are 
constantly called upon to develop 
new products. These demand new 
and different raw materials and we 
locate sources for these through 
Chemical Materials Catalog.” 
Production manager of a 
detergent chemicals company 


CMC--VALUABLE SOURCE 

FOR FACTS 

“CMC is a valuable source of infor- 

mation on suppliers. We have found 

it useful when a new process is being 

developed and it is necessary to de- 

velop sources of new materials.” 
Chief process engineer of a 
large Oklahoma oil company 


INDISPENSABLE 
“Generally speaking, CMC is indis- 
pensable.” 
Chief chemist of a large 
medicinal company 


COULDN'T DO WITHOUT CMC 


“We find this catalog very valuable 
os a@ source of information for the 
purchase of various chemicals. The 
purchasing department uses it quite 
frequently for that purpose. We also 
use if as a source of information on 
the chemical and physical properties 
of many chemical compounds. We 
find that it is superior in that respect 
to many chemical dictionaries... in- 
asmuch as it is more up-to-date. We 
would hardly know what to do with- 
out it.” 

Chief chemist of a Michigan 

power company 





In the process industries, specifiers are as anxious to buy as you are 
to sell. These men, who work in teams on highly secret processes, 
seldom talk to outside salesmen until their projects are near comple- 
tion. During the vital planning stage they refer to inside data. Although 
any sizable process plant receives thousands of individual catalogs 
each year, only a fraction of the right men receive the right catalogs. 
These men who are swamped by scores of individual catalogs of 
different sizes and shapes have little time to play hide and seek with 
product data. To save valuable time they keep Chemical Materials 
Catalog within arm’s reach. They know its 500 data-packed pages are 
bound to help them. 


anne ©: chomitals and row motenials! 


Until recently, even Reinhold did not know how valuable CMC is as 
a sales tool—for you. As a result of our “Okay, Burt” study a yardstick 
has been placed to a selling factor formerly considered intangible by 
many. From 2,000 questionnaires received from Chemical Materials 
Catalog recipients we found that: 
17,735 references were made to product data in CMC 

7,820 inquiries were made to companies represented in CMC 

3,268 requests were made for district representatives to call 

9,230 orders were placed or recommended 


From these facts you can see that users of Chemical Materials Catalog 
mean business. For the complete story on the “Okay, Burt” CMC study 
talk 10 your Reinhold Catalog District Manager. He will also show 
you specific examples of how process industries’ specifying teams 
select products similar to yours. 


CHEMICALS MATERIALS CATALOG 


Sells Chemicals and Raw Materials 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
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To seller . iene 


advertising they could use in mer- it at your Delta dealer. He is listed directories. 

chandising the copany’s products in the phone directory  unde1 Did distributors welcome _ this 

locally ‘Toois.”” In each case, these cap- merchandising tip? According to 
Each of the ads reproduced in the tions were circled, calling distribu- Mr. Brown, the number of distrib- 

mail piece carried a caption that tors’ attention to the importance of utors who have bought listings in 


said in one way or another . . “See being listed in their local classified local phone classified directories has 


OUR BiG ner STOCKS BUILD BlGoeuxa SALES” 
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How 
15 Distributors 


of Industrial Supplies 
Sold Over 


$2 MILLION in 
DELTA 

Power Tools 

Last Year 
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more than doubled in the past 


vears. 


Integrate the ad 

with other media. . 
e like exhibits 
Delta 
spread directed to contractors in 
American Builder and _ Practical 
Builder. Headlined, “On-The-Job 
Sawing Center Costs Only 10¢ Per 
Hour With Delta Radial Saw 


Last January carried a 


$1,300,000 Construction for $400,” 


the ad outlined the advantages of 


“taking the tools to the job.” 
Pictured was an apartment house 
in construction with an insert show- 
ing the on-the-job sawing center 
with Delta radial saw in action 
Part two of the three-way impact 
came with the Builders Show in 
Chicago that same month. A huge 
blow-up of the ad was used as a 
background for the Delta booth 


Part three? The booth was photo- 


graphed showing contractors 
looking at the display and the back- 
ground picture and this photo- 
graph then formed the art for an- 
other spread in the same_ two 
publications the following month 
That seems to be the secret of 
Delta merchandising. Plan careful- 
ly squeeze it dry get every 
potential value out of every ad 





Does Advertising Help? .. « 


What do salesmen really think 


about industrial advertising? 


By Ralph Winslow 


® MOST PEOPLE HAVE HEARD that “di- 
amonds are a girl’s best friend,” but 
not many fully appreciate the fact 
that the industrial salesman can be 
the advertising man’s best friend. 
Many of us engaged in industrial 
marketing assume (and hope) that 
our salesmen might concede that 


advertising is a “good thing.” This 
type of salesman must move goods 
in carload lots or obtain large con- 
tracts. He’s not trafficking in small 
items sales. He would not be ex- 
pected to feel the impact of adver- 
tising as readily as the salesman for 
soap and cigarettes and other con- 
sumer merchandise. 

It was with fingers crossed, there- 


fore, that our department decided to 


lay it on the line and ask our Kop- 
pers salesmen just how important 
advertising is to them 

To keep our survey on a strictly 
objective basis, we arranged to have 
an impartial New York firm conduct 
the fact-finding from beginning to 
end 

Letters and questionnaires were 
sent to 195 Koppers salesmen. Re- 
plies were received from 127, o1 
about 65‘; . . an excellent return, and 
a sufficiently large sample on which 
to base conclusions 

Salesmen were asked not to sign 
the questionnaires, and were prom- 
ised that their replies would be used 
for tabulating purposes only, and 
would not be forwarded to their 
employer. Thus, they had every 
opportunity to sound off freely and 
frankly 

Four especially pertinent ques- 
tions were included in the form sent 
out, and were worded to promote 
positive answers rather than gen- 
eralizations 

First question which, I uppose, 


our radio and_ television friends 


would regard as a warm-up ques- 
tion, was: “Do you consider your 
company’s advertising an important 
tool in helping you make sales?” 
One would expect rather favo 
able answel Ss one except 
perhaps, for the individuals 
who might have had a_ bad _ night 
with customers the day before 
Question number two, “Do you 
feel that you could do as good a 
sales job if your company did not 
advertise?” was really the acid test 


And we 


surprised if a salesman who had 


would not have been too 


just closed an order for several hun- 
dred thousand gallons of a product, 
or obtained a million-dollar contract 


felt that he. and he alone. had con- 
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summated the sale, with advertising, 
in his opinion, playing very little, 
if any, part in the transaction. 

For the third question we asked 
the salesmen to vote on the forms 
of advertising they considered most 
helpful in their sales work 
asked whether they 
found, when making an initial call 


Finally, we 


on a new prospect, that he was fa- 
miliar with the company because of 
its advertising or publicity 

Not only were the answers sur- 
prising; they also were highly grati- 
fying to an advertising 
who tangible 
when he tries to sell his budgets to 


manager 
welcomes evidence 
management 

Of the 127 replies received, 121 
salesmen, or about 95%, stated that 
the company’s advertising is an im- 
portant tool in helping them make 
sales, and only six were negative 

In answer to the second question, 
118, or about 93%, 


not do as good a sales job if the 


said they could 


company did not advertise, and 
only nine rugged individualists said 
they could. This overwhelming vote 
on the $64 question far exceeded 
anything anyone might have guessed 
if we had been “making book” in 
the office on the outcome 


While we knew all 


Koppers salesmen were smart, we 


along that 





had a new respect for their intelli- 


gence when we found they were 


astute enough, in specifying the 


helpful, 


to rank them in exactly the same 


types of advertising most 


order of importance assigned them 
by the gigantic intellects in our ad- 
vertising section. 

Business and technical publication 
advertising headed the list of types 
of advertising considered most help- 
ful in their work by 96, or 75% of 
Certainly, of all the 
media available to industrial adver- 
tisers, the industrial press, with its 
selective coverage of the right peo- 
ple in the right plants, must take 
first rank. That this conclusion is 
corroborated by men in the field, 


the salesmen. 


who are competent witnesses, should 
be of comfort to publishers and 
space representatives, as well as to 
advertising departments and media 
buyers in advertising agencies. 
Direct mail ran second, with 84, 
or 66% of the salesmen specifying 
this type of advertising, and sales 


literature ran a close third with 
83 votes 

National advertising to build 
greater company recognition was 
suggested by 74 salesmen. This 


heavy endorsement of the much- 


‘ 


maligned “institutional advertising” 


campaign was unexpected but most 


welcome 


Trade show exhibits were cited, 
also, as a preferred method of ad- 
vertising. 

Other advertising media received 
scattered mention, with newspaper 
advertising named by 14 salesmen, 
television by 10, motion pictures by 
eight, and radio and window dis- 
plays by three each. Some of these 
media, which may seem out of place 
in the votes of industrial salesmen, 
are explained by the fact that Kop- 
pers sells domestic coke in the 
metropolitan New York area, and 
merchandises a line of moth pre- 
ventives through drug stores. 

In the answer to the fourth ques- 
tion, 81 salesmen reported that they 
“often” found that new prospects 


had heard about the company 
through advertising or publicity, 
and 46 said “sometimes.” Not one 


salesman reported that he had ever 
who_ had 
heard of Koppers. 


approached a_ prospect 


“never” 
These concrete findings show that 
man 


the industrial salesman, the 


who has to sell the product, is 
aligned with the advertising man, 
and may be his best friend and most 
effective ally when the day comes 
to go before the awe-inspiring ap- 
propriations committee. 
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U.S. goods supplant others 
in Latin-America .. survey 

® CHICAGO Some 85% of mate- 
rials purchased for business in Latin 
American countries are manufac- 
tured in the United States, accord- 
ing to a new four-year survey. 

The survey was completed by 
Mecanica Popular, Spanish language 
edition of Popular Mechanics. Re- 
sults showed that U.S. companies 
have supplanted European manu- 
facturers in Latin American mar- 
kets, Clover L. Perkins, advertising 
manager, declared. 

The study included the results of 
three surveys, one made in 1947 
which elicited 6,189 
made in 1949 which brought 6,127 
replies, and one taken in 1953 which 
resulted in 14,934 replies. For pur- 
poses of the survey, 5,000 replies 
were taken at random from each of 


replies; one 


the surveys 
















The SALES Formula Comes Later 


In the chemicals industry, specific formulas are required in the devel- 
opment of new compounds and materials. And, of equal importance 
to leading chemical producers is ‘he development of successful sales 
formulas for marketing their products to business and industry. That 
is why many of these companies advertise regularly in Business Week. 


REASON: Business Week is read by a highly concentrated audience 
of Management Men. These are the executives who initiate, specify 
and approve buying action. They comprise an important market for 
chemicals and chemical products. 

RESULT: From January, 1952 through March, 1953, chemical adver- 
tisers placed 558 pages in Business Week —more than three times as 
many as they placed in any other general-business or news maga- 
zine. These advertisers know that they regularly reach more manage- 
ment prospects per advertising dollar in Business Week than in any 
other general-business or news magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 








These Chemical Companies Advertise in 
Business Week to Reach Management Men 


Air Reduction Co., Inc. 
Aluminum Co. of America 
Chemical Div.) 
American Cyanamid Co. 
Atlas Powder Co 
The Borden Co. (Chemical Div.) 
Celanese Corp. of America 
Columbia-Southern 
Chemical Corp 
(Pittsburgh Plate Glass Co.) 
Davison Chemical Corp 
Dearborn Chemical Co 
Dewey & Almy Chemical Co. 
Dow Chemical Co 
Dow Corning Corp. 
Dowell, Inc 
E. |. du Pont de Nemours 
& Co., Inc 
Durez Plastics & Chemicals, Inc 
Eastman Chemical Products, Inc 
(Eastman Kodcok Co.) 
Firestone Plastics Co 
Firestone Tire & Rubber Co.) 
Food Machinery & 
Chemical Corp 
General Electric Co 
(Chemical Div.) 
The B. F. Goodrich Chemical Co 
The B. F. Goodrich Co 
Goodyear Tire & Rubber Co 
Chemical Div.) 





Hercules Powder Co 
Hooker Electrochemical Co 
International Minerals & 
Chemical Corp 
Koppers Co., Inc 
Chemical Div 
Mathieson Chemical Corp 
Minnesota Mining & 
Manufacturing Co 
3 M Chemicals 
Monsanto Chemical Co 
National Distillers 
Products Corp 
National Starch Products, Inc 
Nox-Rust Chemical Corp 
Phillips Chemical Co 
Phillips Petroleum Co 
Pittsburgh Coke & Chemical Co 
Rayonier, Inc 
Reichhold Chemicals, Inc. 
Rust-Oleum Corp 
Shell Chemical Corp 
(Shell Oil Co.) 
Sun Oil Co. (Petrochemicals) 
Tennessee Products & 
Chemical Corp 
Transparent Package Co 
Union Carbide & Carbon Co 
U. S. Rubber Co 
(Naugatuck Chemical Div.) 
Visking Corp 
Wyandotte Chemicals Corp 


Source: Publishera Information Bureau Analysis 
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Keep your name 
before the men with 


BUY 








How many of the inquiries you get from in- Reason? Every copy of C-MPD goes to an 
dustry RESULT IN OrbERS? If the ratio is about industrial executive (plant, engineering, or pur- 
1 out of 10, you’re up to par. chasing) with PROVED buying power... the 

Now let’s look at inquiries produced by the man with Buy on his mind. Then too, industrial 
CONOVER-MAST PURCHASING DIRECTORY. In buying guides are used when there’s an order 
case after case, from 3 out of 1O—to 8 out of lO to be placed now. The information you send 
inquiries turn into orders. That’s 200 per cent isn’t wanted for the future—or for filing—it’s 
better than average! wanted to fill an immediate need. 

You'll get more actual, traceable business per 
dollar of advertising cost through dependable 
industrial buying guides than through any other 
source. And C-MPD gives you 69 per cent 


greater coverage than the next directory. 


The PURCHASING DIRECTORY 
Industrial Buyers Reach for 


...With ONE Hand! 


Learn what it can do for you... write, without obligation, today. 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 60% MORE MANUFACTURING CIRCULATION 


Conover-Mast Bias 
Total Circulation 
‘MPD ,§ " 25,132 CCA 
PURCHASING DIRECTORY (iii ss SMM 


THOMAS’ Prey 21,000 ABC 
737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL. REGISTER 7,083 Dec. 1952 


MANUFACTURING CIRCULATION a ALL omuer{ | 


CONSULT YOUR ADVERTISING AGENCY 








Conventional vs. Editorial 


® OF THESE TWO black-and-white, 
full-page ads for bearings in Ma- 
chine Design, one was the editorial 
type and the other was convention- 
al. Which ad attracted more read- 
ers? See page 176. 


ACCURATE 
THE yo DEGREE 


NEW DEPARTURE. 


BALL BEARINGS 





A bearing design of 
Simplified coastraction 
teduces internal wear 
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autitrietion bearings depend. 
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e the Petroleum Refining Industry 


an astounding market 


A factual market appraisal on the 
refining situation, from the standpoint 


of the equipment and material supplier. 


The following information has been sent out by 
PETROLEUM REFINER’S publisher to manufac- 
turers interested in selling to the Refining-Natural 
Gasoline-Petrochemical market. Extra copies may 
be obtained by writing on your company letterhead 
to Advertising Service Dept., PETROLEUM RE 
FINER, P.O. Box 2608, Houston 1, Texas 


WHAT ARE THE prospects for sales of equip 
ment and supplies to the petroleum refining, petro 
chemical and natural gasoline industry during the 


next 18 months and longer ? 


Demand for equipment and supplies for this mn 
dustry will be excellent during the rest of this year 


and all of 1954, showing an increase over 1952 


The refining, petrochemical and natural gasoline 
industry spent in excess of $3 billion in capital invest 
ment alone from 1946 up to June, 1952. The re 
fining industry alone will spend more than $700 
million for new construction from June, 1952, to 
December 31, 1954. Oil industry process plant con 
struction activities and thru-puts are continuing and 
will continue at high rates, requiring heavier re 
placement and usage in connection with operation 


and maintenance. 


This heavy demand for the next 18 months will 


come from 


® New construction to meet present decisive trends 
in the manufacture of gasolines of higher octane rat 


ings. This improvement involves construction of 


additional new catalytic cracking and reforming 


units in both established and new plants. 


® Urgings by the U. S. Government that a greater 


‘ur plus refining capacity be built. 


® Revised construction program based upon the 
creation of new refining centers because of changed 
economic conditions. (As an example . . . refineries 
in the northwest U. S. A. to handle new supplies of 
Canadian crude probably a definite trend for 


some time to come. ) 


® Construction of additional petrochemical plants 


because of markets afforded for new products. 


& Construction of new gasoline plants because of 
the nature of the new fields being discovered. 


* Operation and maintenance of the greatly ex- 
panded capacity of plants of the type indicated. 


Product Demand The civilian and military uses 
combined increased the U. S. domestic demand for 
oil products in 1953 about 4 percent over that of 


1952 


This ts an increase of approximately 30. percent in 
the past four years. The yearly increases are as fol- 


lows: 


Year Increase 
1950 12 percent 
1951 10 percent 
1952 5.6 percent 
1953 6.5 percent 


1954 (estimated) 5 percent 





The average daily demand for all U. S. oils in 
1952 hit an all-time high of 7,850,000 barrels per 
day. This was twice the demand of 1940. The U.S 
Government wants the oil industry to have a re- 
serve refining capacity of at least 1.5 million barrels 
per day instead of the present 0.6 million barrels per 
day reserve capacity. Therefore, including the gov- 
ernment’s desires, the refining capacity will exceed 


8.4 million barrels per day by the end of 1954. 


Future Demand Astounding — Authorities agree 
that the U. S. demand in 1975 will be doubled over 
that of 1950. At the same time, the world demand 
will be guadrupled over the 1950 demand. This 
rapid expansion of demand is the background 
against which refiners must adjust their plans for 
1954 and the years beyond. This means astounding 


expenditures for refining capacity increases abroad. 


Aviation Gasoline — The Petroleum Administra- 
tion for Defense figures show aviation gasoline is 
short 30,000 barrels per day. The government 
wants industry to increase the alkylation capacity. 
The demand for aviation gasoline will keep rising 
at least four or five years, even though the use of 


reciprocating engines is on the down grade. 


Petrochemical Industry — Today almost 5O percent 
of all organic chemicals made in the U.S. are based 
on petroleum. Petrochemical production has grown 
from 1.9 million tons per year in 1946 to the almost 
unbelievable figure of 8.5 million tons estimated in 
1952. By 1956 an increase of 32 percent over 1952 
will be seen. That is not sufficient. It is expected 
that petrochemical production will reach 32 million 
tons in 1962. Of the total chemical sales of $18 
billion in 1952, about one-sixth of this was for petro 


chemicals. 


The capital investment in these plants rose from 
about $330 million in 1942 to $2000 million in 1952. 
In 1962 this figure is expected to exceed $7000 mil- 
lion. Early in 1952 there were 100 plants producing 


petrochemicals ; 50 of these were in the Gulf Coast 


area. ‘Today there are over 50 percent more petro- 
chemical plants. At the present time there are $750 
million worth of expansion in actual construction 


and planning stages 


Natural Gasoline Industry Between 1953 and 
1956 there will be approximately a one billion dol 


lar expansion of natural gasoline plant facilities 


As oil is found at increasingly greater depths, the 
character of the hydrocarbon fluid produced fre 


quently differs from that found at shallower depths 


Instead of oil of the former “normal” gravities, 
distillates in gas form are found in more and more 
fields. This condition, plus LPG products, plus the 
further fact that demand for natural gas had risen 
enormously, (and natural gas should have certain 
hydrocarbons removed to make it more efficient) is 
having and will have substantial effect on the con- 
struction of not only more gasoline plants, but more 
complicated and larger plants than in the years past 
(According to Barrons, the 1952-56 period will see 


$4.5 billion spent for gas lines alone.) 


Conclusions — Even though industry generally may 
fear a recession, the petroleum refining industry will 
have approximately a 17 percent increase in con 
struction over 1952. The petrochemical construction 
will remain approximately at the same high rate as 
in 1952. Demand occasioned by maintenance and 
operation will be up approximately 10 percent over 


1952. 
THE PETROLEUM REFINER 


Nay i Dudlen, - 


Publisher 


If you're interested in selling to the lucrative Re- 
fining-Natural Gasoline-Petrochemical Market, PETRO- 
LEUM REFINER'S Constructive Study Panel will be giad 
to determine your market possibilities. Made up of 
men of authority in operating refineries, this Panel 
will furnish you with a report on applications and 
channels of purchase for your equipment or services. 
Just contact nearest office listed on next page for 
complete details. 


September 1 159/67 
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PETROLEUM REFINER PAID CIRCULATION 


T.. Refining-Natural Gasoline-Petrochem- of heavy chemicals, special chemicals and sup- 


ical Industry spent $3,114,980,000 in capital plies by large percentages. 
And now — in the same period — look at 


investment from 1946-52. U. S. civilian and 
the chart above and see what has happened to 


the paid circulation of PETROLEUM REFINER 
years, thereby increasing replacements of equip- — the only paid circulation (ABC) publication 


ment in operating plants, and increasing usage devoted exclusively to this great industry. 


military demands have increased 30°% in feur 


FOR AUTHENTIC MARKET INFORMATION on the billion dollar 
a year Refining- Natural Gasoline - Petrochemical Industry, 
write for the new 1954 Market Data Book. Address Adver- 
tising Service Dept., P. O. Box 2608, Houston 1, Texas. 


She Yolldi Largest MANUS Seblishers 
GULF PUBLISHING COMPANY 


OFFICES 
e Houston (6), 3301 Buffalo Drive, LY nchburg 4301 
e New York (17), 250 Park Avenue, El Dorado 5-4012 
e Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
e Cleveland (15), 1010 Euclid Ave., Main 1-2440 
e Tulsa (3), Hunt Building, 3-1844 
e Los Angeles, W. W. Wilson Bldg., Huntington Park, Jefferson 1219 
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sales promotion 


Beautiful and Inexperienced . . Pretty 


ift truck carries cologne bottle to spectat 


Stabliilty 


comment on catalogs 


exhibits j motion pictures 





ideas 


booklets / direct mail 


slide films / sales helps 


Big Load, Small Miss. . 


1 il 


r 


itn nvertor enabing 


Pretty girls plus no experience 


® The Buda Co., Harvey, IIl., man- 
ufacturer of fork lift trucks, has 
tossed a new twist into the long- 
standing controversy about whether 
or not pretty models can help sell 
industrial products. 

Buda not only used two pretty 
models . . but capitalized on the fact 
that the gals knew little or nothing 
about the product they were dem- 
onstrating. 

Billed as “the world’s most beau- 
tiful lift truck operators,” the long- 
stemmed models put Buda’s fork lift 
trucks through their paces at a pre- 
view “magic” show held preparatory 
to launching a nationwide tour to 
demonstrate the new Buda line. 

During the show, every oppor- 
tunity was utilized to point out that 


until rehearsal time neither of the 
girl drivers had even come close to 
a lift truck. Features of the Buda 
product demonstrated by the girls 
were maneuverability, ease of strip- 
down, disassembly and clutch 
change, short turning radius, pre- 
control and power to 


cision stop, 


stand and start again on a 20°; 
grade. 

Appropriately titled “Buda Mag- 
ic,’ the traveling show will visit 
46 Buda distributors in the U.S. and 
Canada and will be on the road 


anywhere from 12 to 18 months. 


Mysterious letters 
arouse salesmen’s interest 
How do you get sometimes blase 


salesmen interested in a sales pro- 


motion contest? 
Minneapolis-Honeywell Regula- 
tor Co., Minneapolis, 


through a 


got interest 


series of teaser letters 
with an unusual twist and an un- 
usual postmark. 

One day each of the company’s 
156 heating control salesmen re- 
ceived a letter containing only the 


The 


envelopes 


message, “Argent fait le jeu.” 


letters, mailed in plain 
from Paris, Ky., contained a dollar 
translation of the 


. “Money talks.” 


While the puzzled salesmen were 


bill and a free 


French phrase . 


trying to figure out who their un- 
known benefactor was, other letters 
arrived. One in Spanish, bearing 
the same theme and also containing 
a dollar bill, was postmarked To- 
ledo, O 
Italian 
IN: X: 


The secret was divulged at a re- 


Another . this one in 


was postmarked Rome, 


gional meeting and despite some 


upsets, the campaign was a real in- 
served to get 


terest getter and 


Minneapolis-Honeywell’s promotion 
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campaign off to a fast start 

The upsets? 
pecting a racket, turned his letter 
over to a local Better Business Bu- 
reau. Another, wary of the pink 


One salesman, sus- 


paper used in the French letter, 
reported it to his local FBI office. 
And in another instance, one sales- 
man’s wife thought the bill was a 


phony and tossed it into the fire. 
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Like Big Folks . . Fight-page cata! 


sporting this ver, promoted ‘Small Fry 
Art Exhibit’ sponsored by Fuller & 
& Ross, New York 


F&S4R office kids win prizes 
in ‘Small Fry Art Exhibit’ 


Add the Cleveland office of Ful- 
ler & Smith & 
agency to the list of those who have 


Ross advertising 





Future Adwoman?. . Six-year 


President A. L. Billingsley as parents, Acc 


Z 
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unt Executive Harry Kurtz, Mrs. Kurtz watcl 





Sales promotion ideas . . 


found a place for children’s art in 
advertising 

F&S&R’s contribution 
“Small Fry Art Exhibit,” open to 
children of office personnel. Of 107 
eligible children ranging from pre- 
school age through the sixth grade, 
99 submitted a total of 219 entries. 

A feature of the exhibit was a 
Entries winning 

reproduced in 


Was a 


catalog. 
were 
while the 


printed 
top awards 
sepia tones, names of 
award winners and honorable men- 
were by school 


Each child was included in 


tions classified 
grades. 


the catalog. 


Subway tokens, dimes make 
timely promotion pieces 


Dimes and even subway tokens 
may make good promotion gim- 
micks if the timing is right. 

Recently, prospective clients of 
Doremus & Co., New York, got a 
free subway ride when the agency 
sent out a letter featuring the new 
subway tokens now in use in New 
York City. 


token of our esteem,” the letter 


“This is not really a 


started, and the 15-cent token is 
affixed right after the first word 

























ld Susan receives best-of-show award from F&S&R 


The letter continued, “We thought 
it would serve as a reminder you 
never need a token like this to avail 
your company of our complete ad- 
vertising, publicity and public rela- 
tions facilities.” 

Reader’s Digest, New York, used 
a dime and capitalized on a slip-up 
in one of its own promotions to win 


July 27, 19655 


m@. ¥. G. Prospect 
123 Pourth Street 
ew York, B. ¥. 


Deer V. 0.) 


This a) ie net reelly « token of 
\ 


It le, however, the token you will use en 
Sew York eubweys from now on, 

Be thought it would serve af « reminder 
yO —— @ token like this to eveil your 
e ny our complete edvertising, publicity, end 
puviie Peletions facilities. + ‘ 

i am enclosing our “Partial List of Cliente. 


Coréialiy, 


Loule 4%. Munre, 
Pree ident 


Uae Rae 
Ene loeure 











Gimmick . . New subway token was 
ised as gimmick for Doremus & C 


further good will. The magazine 
had mailed out a promotion piece 
for its international editions with a 
Stockholm post mark. Affixed to 
the mail piece was a tiny wooden, 
hand-carved horse . . a souvenir of 
Sweden. 

In spite of efforts to clear the let- 
ters and their contents through the 
U. S. customs and postoffice, a slip- 
up occurred and, while each ad- 
dressee received his letter and sou- 
venir wooden horse, he was as- 
sessed a 10¢ postage-due charge, the 
U. S. postal delivery fee for foreign 
letters containing merchandise. 

Nothing dismayed by the slip-up, 
the magazine sent out another letter 
to each addressee, explaining the 
slip-up, and . . “unwilling to let our 
gift horse become a Trojan one” 
affixed to the letter was a real U. S. 


dime. 


Low-pressure booklet pushes 
3M recording tape 


Minnesota Mining & Mfg. Co., St. 
Paul, is using a low-pressure pro- 
motion to provide a service and 
gain good will from customers and 


continued on page 74 
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Again. . . Western Union 


a Blue Book’s circula- : you can be sure 


. . the largest verifica- 
tion program of its kind. 


1,140 WU offices were used of BLUE BOOK’s readers ee 


to reach Blue Book’s list of 
plants in 3,088 cities and 


towns in the U. S. Typical every copy directed to your logical prospects 
card completed by Western 

Union shown below. 

What does all this mean to you as an advertiser? IT MEANS 
MORE SALES. Now, more than ever, YOU CAN BE SURE 
of the readers of Machine and Tool Blue Book. With every 
copy directed to the right man ... the man who influences 
or does the actual buying . . . every issue of the BLUE BOOK 


reaches a logical prospect for your product or service. A com- 





bination of the right editorial formula . . . directed to the right 
audience ... and getting high readership . . . presents an un- 
beatable combination adding up to greater SALES for you. 
Include the BLUE BOOK in your 1954 sales program. 


NEW 24-page Data File based on NIAA Outline 


ae nn corracrions bore Just revised . . . market figures, government statistics and publication 
rracce PONT data. Valuable information to help you determine the sales poten- 
tials for your products in the metalworking industry Write for Copy! 


Machine andToot BLUE BOOh 


HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 
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-+- for Heating, Ventilating, Air 


Published by THE INDUSTRIAL PRESS 
148 Lafayette Street, New York 13, N. Y. 








ADVERTISING MANAGERS 
TO: ACCOUNT EXECUTIVES 
@ SPACE BUYERS 


Announcing HEATING AND VENTILATING's PINPOINT CIRCULATION Technique 


Your problem - as Advertising Manager, Account Executive, Space 
Buyer - is how to reach the key specifying and buying influences 
with your advertising messages, 


Now, culminating three years' study of the market, HEATING AND 
VENTILATING offers a plan to give its advertisers maximum cov- 
erage of the key engineers and contractors whose buying power 

importance it has verified - and continues to verify, 


The PINPOINT CIRCULATION technique involves. .« .« 


(1) -- determining the geographical location of the bulk of 
the market for heating, air conditioning, and related 
equipment sold for installation in industrial, commer- 
cial, and public building construction, 


-- precise pinpointing of those firms and individuals 
who design, specify, and install this equipment in 106 
large centers of engineering and construction activity. 


-- the adoption of a circulation technique whereby - 
through a flexible combination of paid and controlled 
copies - advertisers are assured maximum coverage of 
pinpointed key specifying influences, many of whom are 
not coverable by paid circulation because they are too 
busy and inaccessible. 


With tnis logical approach to your problem, HEATING AND VENTILATING 
belongs on your advertising schedule, You gain all the advantages 
of top-quality circulation, , ,. carefully molded to fit the market 
« e e Without costly waste, . . without costly omissions, 


How HEATING AND VENTILATING is accomplishing this 
pinpoint coverage is explained in a newly published 
market analysis, “Pinpointed Buying Power," Our 
representative will gladly go over it with you at 
your convenience, 


BUILDING Market 


Conditioning, Piping and related equipment 














Sales promotion ideas . . 


prospective customers let uses 17 


The 3M Co., which manufactures plaining the 


are being enthusiastically endorsed 
by the company’s salesmen. They 
are: 

1. No “personnel-numbing mum- 
bo-jumbo” at this year’s general 
sales conference. That means that 
all speeches, division managers’ re- 
ports, etc., have been banned. 

2. Novel introductions. As each 
man at the sales conference comes 
forward, a large picture is projected 
on a screen behind him. The pic- 
ture is one taken in his home town, 
in front of his own house, and in- 
cludes his entire family. 

3. A chance to blow off your top. 
This innovation is called “Confiden- 
tially Speaking,” and provides an 
opportunity for each man to tell off 
the boss about what is wrong with 
the company . . and how the man 
thinks the company should be run. 
This way an accurate pulse-reading 
of problems in the field is taken. 

4. A “hot seat session.” Key 
members of management are put on 
trial for complaints from the field 
men. Cross-examination by any 
and all members of the audience 
continues until everyone has had 
his questions thoroughly answered. 

20 pages in ex- Information is brought out faster, 


production of eco- more informally, and hours of pre- 


“Scotch” sound recording tape, pre- nomical audio-visual presentations, conference speech writing and 


pared a 20-page booklet, “How to while only the last three pages plug preparation are saved. 


Make a Slide Film Presentation for “Scotch” sound 


recording tape 5. “Sellology.”. The company 


less than $20.” [The booklet is listed in ““Market- coined the word to describe the 


ade available to interested per- ing Aids” in this issue and is avail- over-all post-graduate course each 


sons, the booklet is designed to able on request. | 


show how to prepare economical 


man goes through to win a “master’s 
degree in techniques of professional 


presentations for sales training, in- There’s no mumbo-jumbo selling.” This year the “sellology 
troducing new products to sales- in Ray-O-Vac's sales training seminar” is being conducted in co- 


men or for employe training. Ray-O-Vac 
Divided into five steps, the book- has introduced five 


Madison, Wis.. operation with the University of 
techniques that Wisconsir’s Industrial Conference. 








H.B. SMITH CO. 


100" ANNIVERSARY --- 


ACTIVE INGREDIENTS: THE FINEST MATERIALS AND 
100 YEARS EXPERIENCE AS INDUSTRY LEADERS 


H. B. Smith cough drops are intended for the temporary relief of 
Sennen Sete Seinen Bee ae Se B. Smith hot water or 
steam heati t relief, we suggest a switch 
toH. B. Smith. Sradasehacsabett Smith boilers are assured of 

comfortable, draftless, healthful warmth. H. B. Smith boilers have 
been made in Westfield, Massachusetts, for 100 years and are recog- 
nized everywhere as the highest standard of boiler performance. 


€- Made expressly for 
2 HB. SMITH CO. 
WESTFIELD, MASS. 
ON THE OCCASION OF THEIR 100" YEAR BY 


G SMITH BROTHERS 3" 


Poughkeepsie, N. Y. 
































Boilers . . H. B. Smith C 
cast iron | : 
n 100th anniversary 


tained rea 
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Directions . . 


AUTOMOTIVE 


maa pee News of automotive and aviation manufacturing 
aso pronto ... America’s largest industrial market 
© ‘ from AUTOMOTIVE INDUSTRIES, Chestnut and 56th Sts., Philadelphia 39, Pa. 








AUTOMOBILE PRODUCTION passed the four million mark about the middle of August, a 
full four months ahead of the same period a year ago. Production, while still main- 
taining a high level, will not attain the totals prevailing earlier this summer and 
final figures for the year are expected to be in the neighborhood of from 5.8 to 
6 million units. 


BUICK HAS COMPLETED TOOLING its new modern engine plant at Flint and now is pro- 
ducing more than 1,200 V-8 engines a day. Buick initially had to improvise part of 
its tooling because special machinery was delayed. The division expects to turn out 
525,000 cars this year, very close to the record 550,000 units produced in 1950. 


FOR 1953, the new estimated wholesale value of products made by the automotive and 
aviation industries is $26.6 billion. Here is America's biggest industrial market 
...the No. 1 buyer of parts, materials, supplies and production equipment. And... 
its No. 1 medium for effective, deep penetration is AUTOMOTIVE INDUSTRIES. 


CONTINENTAL AVIATION AND ENGINEERING CORP. is planning to build a $1.5 million 
plant at Muskegon, Mich., for production of jet aircraft engines. The company did 
not release any details as to the type of engine to be built. Contracts for the new 
plant will be awarded in September. 


REPUBLIC AVIATION CORP. is working on a new, high-speed fighter-bomber, the F-105, 
which is expected to become a powerful weapon for close support of ground troops, 
some years hence. Air Force headquarters is keeping quiet on details of the new 
aircraft, reported to be intended as an eventual replacement for the Republic F-84. 


INTERNATIONAL HARVESTER CO. has been designated successful bidder as sole supplier 
of 5-ton trucks for the Army. International, along with Mack and Diamond T, has 
been in production of the unit and won out in the competitive bidding to continue 
production. A decision between GMC and Reo on 24-ton trucks soon will be forth- 
coming. 


SCARCELY KNOWN two decades ago, the billion-dollar trailer coach industry has 
become a large automotive operation, often served by the same suppliers. Over 
740,000 of these mobile homes are now occupied by nearly 2 million persons and 
hundreds of trailers are rolling off of assembly lines each week. 


NET PAID CIRCULATION of AUTOMOTIVE INDUSTRIES is now over 15,300, which represents 
a 64% increase over 1946. It reaches and influences the design, engineering, pro- 
duction, administrative and purchasing executives in 3,467 automotive and aviation 
manufacturing companies. Never before has AUTOMOTIVE INDUSTRIES offered such deep 
penetration of America's biggest industrial market. 


IN A MODERN JET bomber's wing, there are nearly 6,000 bolt holes which must be 
accurate within one- to two-thousandths of an inch. To build a jet engine in 1947 
required 5,250 tools; to build the much more powerful jet engines of today requires 
20,000 tools. 





Ld | ate NEW .. . @ Complete + inexpensive + easy-to-operate - tabie- 
wi! top + HALFTONE ENGRAVING PLANT « specially designed to fit the picture 
needs ond budget requirements of the Weekly and small Daily Newspaper. 
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$6,000, three-week drive pulls 


2,197 inquiries for Fairchild 


Coordination makes a little budget do big things 


® WHEN WE ANNOUNCED our Scan- 
a-graver Cadet to the weekly and 
small daily newspaper market last 
November, I did not anticipate the 
response that followed: an ‘ava- 
lanche of nearly 2,200 inquiries in 
less than three weeks . . a return 
of 20°, on a mailing of about 9,500 

and, incidentally, the loss of a 
small wager which I made with our 
director of sales . . all because I 
underestimated the power of a well- 
planned, carefully coordinated cam- 
paign. 

For those who are unfamiliar with 
the Scan-a-graver and where it is 
used, a word about the product and 
its market may be in order. Briefly, 
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the Scan-a-graver is an electronic 
halftone 
produces engravings on plastic di- 
rectly from photographs. It was 


engraving machine that 


designed to provide smaller news- 
papers without photo-chemical en- 
graving facilities of their own and 
those far removed from an adequate 
source of supply with a means 
whereby they can make unlimited 
use of local news pictures and thus 
compete with larger metropolitan 
dailies in news picture coverage 
These machines are not sold but 
are leased on a monthly rental basis. 

We introduced the Scan-a-graver 
to the conservative 


newspaper market five years earlier 


traditionally 


ouncing new unit and 


blicity, publication ads 


Here's the NEW 


SCAN-A-GRAVER CADET =~ 


signed 
ortres 





AIRCHILD 
SCAN-A-GRAVER 


Small Blast . . One of three ads run, 


epeated in business papers helped pull 








hat astonished Fairchild 


and during that time 800 news- 
papers had leased the machine. But 
there remained a large segment of 
the market which could not afford 
the monthly rental of our Standard 
Console Model Scan-a-graver. 
Hence, the decision to offer a small- 
er table-top model at a 30% lower 
rental for the weekly and very small 
daily papers. 

Naturally, we wanted our an- 
nouncement of the new unit to 
group of 9,500 
smaller newspapers with maximum 


reach this large 


impact. To accomplish this, we de- 
cided to employ a four-point, close- 
ly coordinated campaign involving 
publicity, direct mail, business paper 


continued on page 80 
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You can chart your sales course 
from this map 


For those selling the Electric Power Industry, this map, 
showing the properties of Philadelphia Electric Com- 
pany, illustrates why it is necessary to get your sales 
story to every key man in every power com- 
pany property. 

Take a good look at the map. Note the multiplicity 
of properties. Philadelphia Electric Company has 15 
major locations. All big. Look how these are scattered 
over an area nearly twice as big as the state of 
Rhode Island. 

Philadelphia Electric Company has almost a million 
electric customers. It’s 60 miles from the main office 
to the Conowingo Hydro Plant. It would probably take 
a week just to visit all of Philadelphia’s properties. 

This company is spending $74,000,000 for expansion 
and new construction alone in 1953. That’s more than 
$1,000,000 a week — more than $% million per 
working day! 

There are key men in every one of Philadelphia 


Electric’s 15 locations. Every one of them influences 
purchases. But they are not centrally located. You will 
have to cover ground to reach them. 


There are hundreds of other power companies, com- 
parable in complexity, comprising the giant $3.8 billion 
electric utility market. With the tremendous expansion 
in the industry, properties are being more widely scat- 
tered than ever before to serve the increasing demands 
for power. 

Electric Light and Power reaches the key men in 
every leading power company in the U. S. These are 
the men who will direct construction expenditures of 
nearly four billion dollars in 1953. 


With Electric Light and Power you can put your 
sales story on every one of these men’s desk. To keep 
your sales story in front of power industry buyers — 
keep your sales story in Electric Light and Power — 
every month. The Haywood Publishing Co., 22 East 
Huron S$t., Chicago 1 1, Illinois. 


Electric Light and Power 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY 





= *_.advertisings most coveted distinction’ 


Annual awards of $5000.00...established in 1947 by Putman 
Publishing Company for the best use of industrial advertis- 
ing...and the best documentation of such use...in making 
more effective the selling of products or services to industry. 
Administered by National Industrial Advertisers Assn. 
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Before launching this campaign, 
we had another problem to solve: 
how to explain the benefits of the 
new machine without risking a 
widespread demand for a change- 
over from the Standard Console 
Model to the lower priced “Cadet” 
by our 800 present lessees of the 
Scan-a-graver. 

Our first step, then, was to send 
a personal letter to every publisher, 
editor and business manager of ev- 
ery lessee newspaper explaining 
why the Cadet was being marketed 
and why it was not the machine for 
the majority of present lessees. This 
letter was signed by our vice-presi- 
dent in charge of sales and it was 
mailed to reach all lessees just prior 
to, or concurrently with, the public 
announcement of the Cadet in lead- 
ing trade papers. 

The wisdom of this move and the 
effectiveness of the letter was re- 
flected in the large number of re- 
plies received thanking us for the 
advance notice and, in a few in- 
stances, asking for further explana- 
tion. Of the 800 lessees so notified, 
only 20 requested a changeover to 
the lower-priced machine and left 
our sales force free to concentrate 
its efforts on the Cadet instead of 
becoming involved in placating a 
large number of present customers 

We felt that timing was to be an 
important factor in the success of 
our over-all campaign and, there- 
fore, a timetable was drawn up and 
closely followed throughout: 


1. A Brief Announcement . . 
carrying a Nov. 1 release date was 
sent to all business papers and state 
press association publications cover- 
ing the newspaper field. Because 
of its news interest, more than 40 
of these publications used the story 
Three of the leading publications 
(Publishers’ Auzxiliary, American 
Press and National Publisher) 
reaching practically every weekly 
and small daily in the country gave 
the announcement feature-story 
treatment. 


2. Two Mailings . . were sent, 
prior to the actual publication of 
our publicity release, to the pub- 
lishers of 9,490 weeklies and small 
dailies. 

a. On Oct. 22 we mailed a teaser 
in the form of a miniature letter 
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which stated, in substance, that we 
were about to make an announce- 
ment of great importance to small 
newspapers and to look for the 
complete story in just one week. 

b. A week later (Oct. 29) we 
mailed to the same list, a two-color 
broadside announcement emphasiz- 
ing the benefits of the machine anc 
enclosed a business reply card re- 
questing further information. This 
piece was timed to reach the pros- 
pect on Nov. 1 or thereabouts, coin- 
ciding with our publicity and ad- 
vertising in the business press. 


3. An Announcement Ad... was 
scheduled in each of three business 
publications distributed exclusively 
to the market we wanted to reach. 
A full page bleed was used in the 
November issue of American Press; 
a 4-column by 11-inch ad appeared 
in the Nov. 8 issue of Publishers’ 
Auxiliary; and November issue of 
National Publisher, official publica- 
tion of the National Editorial As- 
sociation, carried a double spread 
consisting of our regular announce- 
ment ad plus a page of display type 
calling attention to the first public 
demonstration of the Cadet to be 
made at the NEA Conference Nov. 
13-15. 
the Decembe1 


These ads were repeated in 
issues of the same 


publications 


4. A Third Mailing . . consisting 
of a small two-color broadside and 
business reply card was made on 
Nov. 5. This piece, like the first 
broadside, summarized briefly the 
benefits of the Cadet and was timed 
to reach our prospects just prior to 
the NEA convention. 


5. A Week Later .. we displayed 
the machine for the first time at the 
NEA convention and backed up the 
demonstrations by arranging to 
have a speaker on the convention 
program. This speaker, incidental- 
ly, was a member of the NEA, the 
publisher of a small weekly news- 
paper who spoke about his experi- 
ences with the Scan-a-graver. 


6. A Fourth Mailing . . was made 
This. 


again, was a broadside in black and 


as a follow-up on Nov. 19. 


white, stressing the profit possibil- 
ities of the Cadet and showing ex- 
amples of engravings’ produced by 


the machine. 

Thus, in a three-week period 9,- 
$0 newspapers were told via the 
mails, paid ads, news coverage in 
their favorite business papers and 
the convention floor the story of a 
new low-cost, profit-producing tool. 
All this at a cost of only a little over 
$6,000, including printing, produc- 
tion and handling charges, postage 
and paid space! (All halftones and 
tint blocks used in the mailing 
pieces were produced on the Scan- 
a-graver.) 

The results? Two thousand, one- 
hundred and seventy-nine (2,179) 
inquiries! Our mailings alone 
brought 1,941 replies . . a 20% re- 
turn on a list of 9,490 names. Let- 
ters, telegrams and phone calls ac- 
counted for 238 inquiries which we 
managed to record, plus an esti- 
mated 100 other inquiries that 
somehow escaped tabulation. 


It Costs Me a Lunch .. Such a 
response was wholly unexpected. 
Our best estimates envisioned 800 or 
900 inquiries in a month. In fact, 
on the basis of previous mailings 
and the known conservatism of the 
newspaper industry, I confidently 
promised our somewhat more op- 
timistic director of sales that I 
would buy him the best lunch in 
town if the total inquiries exceeded 
1,000 a figure which was sur- 
passed in less than 10 days! 

Even the teaser brought inquiries 
from a few impatient prospects who 
couldn’t wait for the follow-up 
mailings. Then, there was the pub- 
lisher of a small California weekly 
who indignantly wrote that our 
first follow-up mailing was nothing 
but an empty envelope and would 
we please send him the promised 
enclosure. Needless to say, this 
chap received special attention. We 
gave him the “works” with an ac- 
companying letter of apology for 
our oversight. A week later our 
field representative called on him 
and came away with a contract. 

Inquiries were from 
every one of the 48 states and those 
requesting a salesman to call were 
immediately dispatched to our 28 
field representatives for follow-up 
The others, because of the volume, 
had to be acknowledged by a form 
letter. This was followed up as 
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Write for current Market Data Book on selling this gigantic Oil 
Producing-Pipe Line Market. Address Sales Promotion Dept., P. O. Box 
2608, Houston 1, Tex. 


She ould Largest MANvwstey Seblishers 


GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (10), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219. 


FOR 1953,World Oil editors 
estimate new pipe line con- 
struction will exceed 14,000 
miles—at an average cost of 
$25,000 per mile! 


Oil and gas pipe lines are expanding 
steadily, Their more than 450,000 
miles now far exceed railroad mileage 
Yes, pipe lines are a vital part of the 
Petroleum Industry, as well as an 
essential “‘common carrier” in our 
economy 


World Oil always has given first rate 
pipe line editorial coverage. Years ago, 
this magazine was first to introduce a 
monthly box score of pipe line con- 
struction. And World Oil was first to 
print a regular map series, charting 
principal pipe line systems 


Ks nother first: Today World Oil 
carries more pages of pipe line enei- 
neering-operating editorial content per 
issue than any other publication! This 
job help material is geared specifically 
to industry needs——as more and mort 
engineering and management knowl- 
edge is utilized in the sprawling, 
nationwide pipe line network 


World Oil’s superior editorial con 
tent is specialized for the Oil Produc- 
ing-Pipe Line Industry. Top coverage 
by field-trained writers helps World 
Oil maintain its first position among 
thousands of men with buying 
authority 


To reach pipe line men, or any other 
segment of the Oil Producing-Pipe 
Line Industry, make World Oil your 
first advertising buy 


Aer 
FIRST 
In 
advertising 


FIRST value 


in 
editorial 
quality 





read every issue 


«.» NEW EDITORIAL STUDY RELEASED 
TO HELP ADVERTISERS 


Jn a desire to give advertisers specific comment and opinions direct from 
readers themselves, the editors of Power Engineering have released a new 
editorial study. As you know, many preference studies have been made 
over the years on what magazine power men read .. . but they stop here. 
Power Engineering. in their never ending search to improve readership. 
employed the Research Department of Charles Rumrill & Co. to make a 


personal interview study of Power Engineering’s editorial content. 


Here are the Highlights: 


1 Over 80% of Power Engineering readers either specify or directly 
influence the buying of both equipment and supplies. 


2. 81% read every issue of Power Engineering and 42% take the 
magazine home for detailed study. 


79% mark articles or advertisements for the attention of others. 
34% named a specific article that was especially valuable in 
their work. 


41% named a specific advertisement that was particularly valu- 
able in their work. 


Power Engineering readers pass their copies along to an average 
of 3.4 other engineering readers 


Three times as many power engineers named Power Engineering 
as the most helpful as compared to the next magazine. 


94% stated that articles are written in an understandable, easy- 
to-read manner. 


The average reader picks up Power Engineering 5 times before 
he is finished with it. 
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soon as time and manpower per- 
mitted with a personal letter to- 
gether with the requested catalog, 
price and leasing data and contract 
forms. 

Because of the leasing arrange- 
ment and the nature of the product, 
the Scan-a-graver is not a mail order 
item by any stretch of the imagina- 
tion. While a few lease agreements 
have been signed as the result of an 
exchange of correspondence, per- 
sonal selling is necessary to obtain 
that all-important signature on the 
dotted line. Nor is the sale often 
completed on the first call. Never- 
theless, in the first four months 
since Nov. 1 we signed over 200 
newspapers for the lease of the 
Scan-a-graver Cadet . . and the list 
is growing daily 


One Model Sells the Other . . 
This campaign has also helped in 
the leasing of our Standard Con- 
sole Model Scan-a-graver as well, 
since many of the newspapers that 
inquired about the Cadet have been 
convinced that the larger machine 
would be more profitable for them. 
We estimate that the impact of our 
campaign will be felt for several 


months. However, we don’t intend 
to rest our oars. Our business pub- 
lication advertising continues to tell 
the benefits of the Scan-a-graver 
by means of success stories of satis- 
fied customers from coast to coast. 
Supplementing this will be other 
scheduled mailings and a_ steady 
flow of news stories to the press. 

In retrospect, I would credit two 
major reasons for the success of the 
Cadet campaign: 

1. Consistent business paper ad- 
vertising and demonstrations at 
newspaper conventions over a pe- 
riod of four years which established 
acceptance of a new concept of 
newspaper halftone engraving 
namely, the Scan-a-graver. 

2. Thorough planning of our sales 
story on the Cadet convincingly told 
through the media of business paper 
advertising, publicity and _ direct 
mail. 


Coordination Counts . . Our con- 
cept of coordination and careful 
planning is not limited alone to the 
physical aspects of the campaign 
such as copy, layout, production, 
scheduling, etc. It is not merely a 
matter for the advertising depart- 


ment but involves cooperation and 
consultation with every department 
directly or indirectly concerned 
with the final result. 

In this campaign, as in all of our 
sales promotion, not only did sales 
and public relations sit down with 
advertising in establishing the 
method for promoting the sale of 
our product but we called in 
factory production personnel to 
make sure that deliveries could be 
met . . and we consulted with our 
field representatives and service de- 
partment to be certain that our 
message was one that our prospects 
would heed. Our advertising agen- 
cy, the G. M. Basford Co., with 
whom we work very closely at all 
times, prepared the trade paper ad- 
vertising. Their counsel was sought 
in the preparation of the campaign 
although the writing and production 
of the direct mail pieces and pub- 
licity was handled by our own or- 
ganization. 

If there is any moral to this suc- 
cess story, I believe it is this: 

For maximum results, know your 
market, plan your message care- 
fully, use all media at your disposal 
and coordinate your program. & 





Photocopy substitutes 
for letter-writing, cuts costs 


It's faster, too 


By Harry W. Smith President * Harry W 


® WE'RE TRANSMITTING correspond- 
ence at our office lately without so 
much as putting a piece of paper or 
carbon into a typewriter. This has 
meant speedier communication be- 
tween account executives and cli- 
ents, reduced load on secretaries 
and big savings in office expense. 

The secret is the acquisition of a 
modern photocopy machine which 
requires neither running’ water, 
darkroom, nor operator 
training. Any of the girls in the 
office can handle it. 

We calculate that the average 
short letter costs $1 (the average 
long letter up to $5) in time, over- 
head and supplies whereas an 
814”x11” photocopy costs the firm 


special 
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Smith, In 


only 18¢ including materials, spoil- 
age, time and overhead. 

But the big advantage is not in 
dollars or minutes. It is in the more 
rapid interchange of information be- 
tween creative men and clients (or 
between creative men and editors) 
on matters previously left to as- 
It only takes a 
second for a man to scrawl an in- 
struction and drop a communication 
into the “stat box”, where he will 
often delay dictation in deference 


sumption or hope. 


to more pressing work. 

For example, suppose a client re- 
sponds to a Smith account man with 
his reaction to a proposed story. 
Rather than retyping the client's 
letter, dictating his thoughts and 


conclusions for the benefit of the 
interested editor, and sending a car- 
bon to the client, the Smith man 
will merely pencil his comment on 
the unused margin of the client’s 
letter, photocopy the job twice, and 
send one copy to client, one copy 
to editor, and file the original. Thus, 
for 36¢ and the effort of addressing 
and posting two envelopes, a dicta- 
tion, a transcription and a copy job 
are saved. 

A tally of the most common uses 
for photocopy in our offices include: 
(1) passing editors’ reactions with 
comment along to client, (2) passing 
client’s reactions along with com- 
ment to editor, (3) duplicating clip- 
pings, data, lists and such which 
need to be relayed to administrative 
or authorizing factors without tak- 
ing the original from file, (4) tipping 
clients or colleagues to interesting 
developments with a liberality nor- 
mally inhibited by typing jam-ups, 
(5) keeping file copies of items han- 
dled by handwritten memos on pad 
forms without record copies. 





MACHINERY ’S coverage of the volume-buying au- 
thorities in the metalworking industries is achieved 
by adding approximately 20% Directed Distribution 
to our paid circulation. All of the men who receive 
Directed copies are known to be important buying 
authorities or influences, and each must request con- 
tinuance of this service at six-month intervals (twice as 
often as the average pa‘d subscriber renews his sub- 
scription). In response to our most recent inquiry, we 
received affirmative replies from 91.74% of this group 
of top metalworking executives. 


Directed Distribution is, therefore, carefully controlled 
é y coverage that reaches metalworking’s inaccessible buy- 
9] 14 % SA y Ves ing influences. Combined with a paid circulation, the 
= eseeaeeseea . . . . . . . ° 
quality of which is maintained by selective subscription 
4 selling, it makes sure that your message is carried to 
the right men — in the right plants ~ to do its most 
effective selling job. 


PUBLISHED BY THE INDUSTRIAL PRESS, 148 LAFAYETTE ST., NEW YORK 13, N. Y. 
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THIS ISA 


SYSTEM 


Typically, the 
Bendix Duomatic 
Washer-Dryer is 
designed as a single, 
unified “‘package”’ . . 
an electromechanical 
system. Here are som 
of the materials and 
components that wer 
engineered into it 
They give you some 
idea of the scope of 
the market 
represented by just 
one of thousands of 
different electrically 
operated machines, 
appliances and 
equipment 


Aluminum 
Asbestos 
Bearings (Ball, Needle 


& Sleeve) 
Brass & Bronze 
Capacitors 
Chain Drives 
Circuit Breakers 
Clutches 
Copper 
Die Castings (Aluminur 
& Zinc) 
Enamels 
Fans & Blowers 
Fasteners 
Fuses 
Gears & Pinions 
Glass Fiber 
Heating Units 
Lamps (Indicator) 
Motors 
Nickel 
Plastics (Molded) 
Porcelain Enamel 
Pumps 
Relays 
Resistors 
Rubber 
Solenoid Valves 
Springs oe 
Steel ” 
Switches (Pressure 
& Selector) 
Thermostats 
Timers 
V-Belts . 
Variable Speed 
Transmissions 
Wire & Cable 
Wiring Harness 
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relat =-Cycle washday! 


What’s happening in home appliances 
is typical of the whole booming 
electrical products market! 





Nobody waits for things to be invented these days. Need a way to 
slice hours or operations from a washday chore or an automatic 
production line? Assign the problem to the engineers . . . and they’ll 
lick it. Want a new automatic wrinkle to give your product a sales 
edge? Put it up to the engineering team... and you'll get it. Fact 
is, the future is so full of better designs that the booming electrically 
operated products market, for all its giant size, is still an infant. The 
tougher the competition, the more new things it will come up with. 

Take the new Bendix Duomatic all-in-one washer-dryer that does 
the whole job of washing and drying in a single machine, in one 
automatic cycle. Set it; leave it. Put the wash in; take it out clean 
and dry. You can be sure this new Bendix: will spark sales—and a 
wave of new designs. 

It took closely integrated electrical and mechanical planning to 
make the washer-dryer work. When the tub had to be made larger 
to dry 8 pounds of wash, that meant a motor with greater starting 
torque. When water had to be moved out faster, the answer was a 


new transmission with two extraction speeds. There’s no way to 


separate the design of the tub flanges or the vitreous enamel finish, 
from the automatic controls that make the whole thing work. The 


Duomatic is a single unified system ...and the core of its design 
is electrical. 

The same is true of every new electrically operated product. That's 
why ELECTRICAL MANUFACTURING (though the core of its editing is 
electrical) analyses the new washer-dryer from tub construction to 
solenoids .. . and does the same for scores of other designs developed 
in the 80 different product groups of this one vast market. 

And that’s why—no matter what else they read—the men who 
decide what goes into today’s electrically operated machines, ap- 
pliances and equipment need ELECTRICAL MANUFACTURING. Because : : 
it’s read more, it sells more...in the market that will keep on Electrical 

Manufacturing 


growing a full step ahead of the whole American economy. 


The essential magazine for 
every engineer designing 


electrically operated products 


THE GAGE PUBLISHING COMPANY e Publishers to Industry Since 1892 ¢ 1250 Sixth Ave., New York 20, N. Y. 
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Nameplate Makes Better Ads. . 4: 


Magnetic nameplate makes it 


It's cheaper .. clearer .. more realistic 


By J. T. Harrington 


® WE HAVE COME UP with a very 
satisfactory solution to a problem 
that I believe is common to many 
industrial advertising people. 
Like most other manufacturers of 
capital equipment, we frequently go 
into our customers’ plants to take 
pictures of our presses and rolling 
mills for advertising purposes. These 
presses are often located in such a 
way that the nameplate is not vis- 
ible from the best photographing 
angle and we then must have an 
artist draw in a nameplate on the 
finished picture. This is not only 
costly but the nameplate very sel- 
dom looks realistic and we felt it 
would be better if we could some- 
how carry a nameplate along with 
us and attach it to the machine as 


the picture is being taken. 
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The trouble with this is that there 
usually isn’t much time available to 
attach the plate and our first idea of 
hanging it by a string didn’t work 
out because there usually wasn’t 
anything to hang it from that would 
put it in the proper position. We 
tried a number of means of attach- 
ing the nameplate to the machine 
and finally have come up with the 
idea of using a wooden nameplate 
instead of our original aluminum 
one and screwing a number of small 
permanent magnets into the back 
of it. This plate is painted to make 
it look realistic and is merely placed 
against the side of a metal machine 
and sticks. 

The magnets we found most prac- 
tical are Alnico Permanent Magnets 


No. 4Y329P4 


These can be pur- 


chased from the Terry Sales Co., 107 
East Clinton St., Maumee, O., for a 


negligible cost. We have two name- 


hdd 


plates, one of which is 4x7” in size 
and is easily held by four magnets 
attached to its back. We have an- 
other nameplate measuring 10x19” 
which requires 18 small magnets to 
hold it in place. The magnets are 
flat and are merely screwed to the 
back of the nameplate. 

It has worked so successfully that 
at least one of my friends in ad- 
vertising is having similar name- 
plates made for his company. 
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IN THE PETROLEUM PROCESSING INDUSTRIES 


Runners don’t score unless they’ve touched first, 
second, third and home... nor will your sales campaign score 
in the petroleum processing industries unless it goes all 
the way to all four divisions! 
No other magazine so effectively covers the interests of 
all four as Petroleum Processing, serving: 


1. Petroleum refining. 

2. Petrochemical manufacturing. 

3. Natural gasoline recovery. 

4. Lube oil blending and compounding. 


Since 1945, refining capacity alone is up from 
5 million to 8 million barrels a day; refining plant 
investments up from $565,000,000 last year 
to $750,000,000 this year. All four groups have 
expanded similarly, and Petroleum Processing 
right with them, as it serves a// of 
these industries. 

Tell your story to the entire petroleum 
processing industries groups. Tag a// the bases 
by advertising in Petroleum Processing. Ask for 
free copy of ‘‘What’s Ahead for Petroleum” 
—a forecast to 1967. ey 


“=—S 


PETROLEUM PROCESSIN 


Publication office: 


A McGraw-Hill Publication 1213 West Third Street 
Cleveland 13, Ohio 
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LITTLE TOUCHES make the difference when you're conducting plant tours, say top processors. CW 
editors find the trend growing in such policies as — individualized invitations. smaller groups, catered 
meals, better informed guides — even thank-you notes from the president. It adds up to good public 
and stockholder relations .. . and, in chemical plants, smart merchandising like this pays off in sales. 


ttle touches, cactus chair, Texas terminal 


TEXAS TERMINAL: When Phillips Petroleum got into chemicals, execu- 
tives never envisioned running a commercial, ocean-going freight ter- 
minal. But that’s what happened. The company got the facilities with 
the land when they bought a plant site formerly used for shipbuilding 
(Port Adams on the Houston Ship Channel). Business is booming 
and 1954 shipment estimates total a million tons of freight. It’s unusual, 
but diversification is a hallmark of the Chemical Process Industries. 


CACTUS CHAIR makes better sitting than it sounds. Us- 
ing U.S. Rubber’s Lotol to spray, then heat-curing the 
fibers, the Queen City Tulatex Corp. (Burlington, Vt.) 
has worked out a process for a durable, lightweight 
and resilient cushion. New use for latex illustrates 
ingenuity that keeps CPI production riding high, makes 
it a virtually depression-proof market. Output has 
averaged better than $54 billion annually since 1951. 








ALERT MANAGEMENT here is Mathieson Chemical Corporation’s L. K. Herndon, Vice President of 
Chemical Research and Engineering Division. Mathieson, which recently announced all time highs in 
sales and net profits, is typical of the well-managed organizations that make the chemical process field 
the nation’s fastest-growing industry. CW reader Herndon, former educator (Ohio State Professor of 
Chem. Eng’g.), heads up the company’s chemical and engineering research. About CHemicaL WEEK he 


says, “It provides a valuable, unique tool for process executives . . 


a real time-saver, it gives tech- 


nical men like myself the breadth and perspective that helps us keep abreast of the whole field.” 


Innovation is inherent in the Chemical Process 
Industries with new products, processes and 
diversification of operations . with biggest earn- 
ings from products less than ten years on the market. 
It’s a yeasty, changing field where constant discover- 
ies demand equipment replacement at a rate unpre- 
cedented in all manufacturing. And in this climate 
of modernization, industry leaders watch CHEMICAI 
WEEK for new developments and trends that point 
the way to greater profits. In the process industries 


... it’s management's own magazine, 


CHEMICAL WEEK .. . terse, timely and analytical in 
approach . . . gets behind the headlines that influence 
plans and decisions. And because it highlights the 
business side of the news, it’s a publication that 
commands attention among process executives ev- 
erywhere ... in administration, purchasing and dis- 
tribution in production, plant operations and 
research. That’s why CHemicaL WEEK is such a 
powerful aid to your sales force . . . it’s specifically 
designed to serve and sell at all management levels 


in the Chemical Process Industries, 


alert management, and... Chemical Week 


in the chemical process industries . . . it’s management’s own magazine 
A McGRAW-HILL PUBLICATION * ABC © ABP 
McGRAW-HILL BUILDING, NEW YORK 36, N. Y. 





Pop-Up Pulls. . | 
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THREADWELL'S 


LATEST GOOD WILL 
BUILDER 


56 PAGES OF THE LATEST APPING INFORMATION 
ICLUOING UNIFIED AND AMERICAN SCREW Im@tAD CATA 
WM HANDY POCKET S178 3 x @ 
TAGLIES OF TOLPRANCES FORMULAS 
TAP RECOMMENDATIONS MENSIONS 
SOLVING TAPPING PRORLEMS 


ano MORE 


LOOK AT THE INDEX —~ 
LO9K AT THE FOREWORD 
LOOK AT THE FACTS 


and don't overlook — 


” 
SS 


Threadwell distributors, sales 


® A PLANNED four-year campaign of 
integrated business publication ad- 
vertising and direct mail is drawing 
inquiries and building distributors 
and sales for Threadwell Tap & Die 
Co., Greenfield, Mass., one of the 
smaller cutting tool manufacturers 

The company sells _ exclusively 
through distributors and _ tailors 
every promotion piece to benefit 
distributors and encourage the bet- 
ter ones to take on the line. One 
such piece is a stiff insert that has 
run in metal working publications 
for two years and has doubled as a 
mail piece and handout with dis- 
tributor imprint. Poster-type iden- 
tification appears on the front and 
technical data on the back . . suit- 
able for mounting on a machine o1 
under desk glass 

This year’s campaign was spear- 
headed by a new manual with space 


for imprint, and a four-page “pop- 
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up” insert offering the manual in 
Industrial Distribution A two- 
thirds page up front supported and 
referred to the insert, which also 
Before 


the ad appeared, orders for 30,000 


was used as a mail piece. 


imprinted manuals came in from a 
fraction of the mailing list. 

Front page of the insert contains 
a cartoon drawing of cannibals, 
with related headline inviting the 
reader to turn the page. Robert 
Atwater, of Charles Palm & Co., 
Hartford, 


agency, explained the cannibals and 


Conn., the company’s 
summed up the campaign as _ fol- 
lows: 

“In case you're curious about the 
Zulus in these ads, they represent 
our assurance that the Threadwell 
They be- 


gan as a cartoon series for a change 


name is being recognized 


of pace three years ago and have 
become so popular that Threadwell 


This campaign included 

all kinds of hi-jinks 

ranging from those 

“damned cannibals” in the 
cartoon inserts to the 

pop-up technique. The cost. . 


no more than a spread in Life. 


distributors won't hear of their be- 
ing dropped. The competitors re- 
fer to them as ‘those damned can- 


nibals.’ 


“The real point behind all this is 
that a major selling job from top to 
bottom is being accomplished with 
2 comparatively small budget which 
has been built up gradually as prog- 
ress was made. The secret, we 
feel, lies in the fact that the whole 
program was mapped out four years 
ago with a definite goal set for each 
possible 


year and. all economies 


practiced in the production cost 
through the reuse and rehashing of 


art work. 


“It is really pretty gratifying to 
be able to get this kind of results 
with a program that = annually 
doesn’t amount to much more than 
the cost of a two page spread in 


Life.” 





USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Patera aot 


SOUTHERN POWER AND INDUSTRY is 


edited expressly for this fresh-thinking, heavy- 


IN THE BLACK — This vast region’s wealth 


of natural resources, less heavily tapped than in 


the rest of the nation, promises unlimited future 
exploitation. 

Pictured as typical of the new processing of 
such resources is the giant thickener for recla- 
mation of extremely fine coal at the Concord 
Mine of Tennessee Coal and Iron, Bessemer, 
Alabama. Daring new industrial innovations. 
plus an eagerness to adopt modern methods and 


machines, are prevalent everywhere Southward. 


To get the stepped up volume you're seeking 
to improve your profit picture, concentrate major 
sales effort on the fast expanding industry of 


the South and Southwest. 


spending industrial market. Use S. P. L. to 
reach top engineering and management in over 
10.000 industrial, utility and large service plants 
of the South and Southwest. Reach millions of 
dollars of buying power untouched by general 


power and industrial publications. 


Southern Power and Industry 


806 Peachtree St., N. E. Atlanta 5, Georgia 
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How to Specialize your 
Railway Selling 


The railway market is divided into 
several major departments—including 
those devoted to track and structures; 
rolling stock and shops; signaling 
and communications. Of vital impor- 
tance, too, in the buying picture, each 
railroad has its managerial, operat- 
ing and top executive group whose 
interest lies in the business, financial, 
traffic and public relations aspects of 
railroading. Among these are the 
men who authorize, appropriate and 
approve. 


It follows that the supplier who has 
a product or a service to sell to rail- 
roads would do well to concentrate 
on the groups which specify and use 


TO EACH MAJOR RAILWAY GROUP 
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ELECTRICAL . 
ENGINEER 


Although no two railway organiza- 
tions are exactly alike, this back- 
ground chart presents a compre- 
hensive arrangement of general 
railway organization practice in the 
United States. Additional copies of 
this chart are available on request. 


his particular product, and vigor- 
ously cultivate the recognition and 
favor of those at top management 
levels who make the final decisions. 


SIMMONS-BOARDMAN serves the rail- 
way industry and those who advertise 
to it by providing a highly selective 
means of communication with top 
management through RAILWAY AGE, 
the business magazine read every 
week by railway executives, operat- 
ing officers, purchasing officers and 
department heads. 


SIMMONS-BOARDMAN also provides 
three separate monthly publications 
through which you can reach the spe- 
cialized departmental groups who 
work most closely with your type of 
product. 


Advertisers who use both RAILWAY 
AGE and the departmental publica- 
tions concerned with their products, 
are getting complete coverage of both 
specifying and authorizing influences 
with maximum efficiency. 


headquarters for Railway Marketing information 


SIMMONS-BOARDMAN PUBLICATIONS “Xi 


New York 7, 30 Church Street * Chicago 3, 79 West Monroe Street * Cleveland 13, Terminal Tower 
RAILWAY AGE + RAILWAY LOCOMOTIVES & CARS + RAILWAY TRACK & STRUCTURES + RAILWAY SIGNALING & COMMUNICATIONS 
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Trend toward diversification slackens 


.. management warns of pitfalls 


In the past ten years U. S. industry has diversified as never before. Whereas previously 
there seemed to be a trend toward greater and greater specialization in manufacturing, 
the last decade has seen this trend sharply reversed. As one prominent analyst put it 
not too many years ago: “Everyone is getting into everyone else's business.” 


Will this tendency to take on new lines and expand into new fields continue, or has diver- 
sification run its course? To find out, Industrial Marketing asked top executives in a broad 
variety of industries. Their answers appear below. 


By L. A. Petersen 
President 
Otis Elevator 


New 


® THE JUSTIFICATION FOR the exist- 
ence of a productive enterprise is 
generally derived from the special 
knowledge, experience or skill pos- 
sessed by the employes or manage- 
ment, or both. The greater the de- 
gree of specialization the more pro- 
nounced these qualifications become 
and the more reason why the prod- 
uct can be produced better or 
cheaper, or both. 

Diversification of product is ad- 
vantageous to the extent to which 
the seasonal or cyclical demand for 
one product offsets the lack of de- 
mand for another product and so 
contributes to stable employment 


and stable earnings. 
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Unnecessary diversification, how- 
ever, dilutes management and di- 
lutes experience and special skills 
and sacrifices the claim to customer 
preference which would otherwise 
be based upon the justifiable belief 
that the specialized producer is bet- 
“Jack of all 
trades who is master of none.” 

A greater variety of products than 
is necessary to secure stability of 


ter qualified than the 


production and earnings, or a va- 
riety of products which have nothing 
in common except a common corpo- 
rate sponsor, will probably prove to 
be wasteful and uneconomic 

One has but to conceive of the 
situation that would exist if every- 
body made and sold everything to 
appreciate the absurdity to which 
unreasonable diversification leads. 

Otis Elevator Co. management is, 
therefore, disposed to seek only 
such diversification as is necessary 
for reasonable stability and which 
will preserve our reputation as ex- 
perts in our field. 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


By George Gorton III 
Executive 
Vice-President 
George Gorton 


Machine 


® IN MY OPINION, the prevailing 
trend toward wide diversification in 
industry is largely due to war and 
postwar conditions of abnormally 
large demand and production, often 
of a nature foreign to the normal 
character of the particular business. 

Many companies seek new and 
even unrelated products and mar- 
kets, in an effort to maintain a larg- 
er volume of business and fuller use 
of their expanded facilities than 
they anticipate in their traditional 
fields. Many of these ventures are 
frankly experimental and specula- 
tive, and some of them are basically 
unsound, but good or bad, they are 
all encouraged by our present de- 
structively high tax rates, which, in 
a period of high production mini- 
mize alike the rewards of success 
and the penalties of failure. 

I believe the next five or six years 
will bring much more competitive 
business in all fields, with corre- 
spondingly reduced profits. This to- 
gether with some easing of taxes, 
should provide less incentive to- 
wards diversification as hard facts 
of profit and loss eliminate many of 
these corporate step-children. Oth- 
ers which have been soundly built 
by pyramiding existing skills and 


Continued on page 100 





Mass Production’s 


Own Magazine 


BRAMSON PUBLISHING COMPANY, BOX 1, BIRMINGHAM MICHIGAN 


Sales Offices: Chicago, Cincinnati, Cleveland, Hartford, Los Angeles, New York 
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Does The IRON AGE lay hold to this ‘‘most 
powerful” label by brute force? Is it because 
metalworking is the giant of industry and 
we're No. 1 in metalworking? 


Do we claim it because for years metalwork- 
ing advertisers have put more pages in The 
IRON AGE than any other publication in 
our field? 


Is it built on our dominance of plant cover- 
age—97 % of the industry’s buying power? 


Do we hang it on the greatest circulation of 
any standard-sized metalworking publication 
—currently over 35,000 .. . or the fact that 
The IRON AGE’s “paid” is at an all-time high 
right now, 50% bigger than any other metal- 
working weekly? 


Is it because we validate these figures with 
an enlightened policy that provides not one, 
but two circulation audits for the buyer, ABC 
and CCA? 


Do we own it because The IRON AGE delivers 
horizontal coverage of metalworking — the 
buying team — administration, production, 
engineering and purchasing? 


Is it because The IRON AGE editors rate the 
reader first . . . serving his specialized inter- 
ests, saving his precious time, supporting him 
with solid job-help? 


Do we deserve it because the readers say we 
do — voting us No. 1 again and again in 
most readership studies? Or because we keep 
Roy Eastman on the job to keep us on the ball? 


Is it because .. . well .. . what do you think? 





facilities in the parent organization, 
or those parent companies which 
have acquired subsidiaries to pro- 
duce materials or parts used direct- 
ly in the parent company’s product, 
will undoubtedly continue to grow 
and prosper 


By W. C. 
Mac Farlane 
President 


Minnea; 


® IT IS MY PERSONAL opinion that 
the tendency towards further diver- 
sification has about run its course 
since the postwar surge in that di- 
rection. I believe there has been a 
certain amount of groping around 
for new products and new fields to 
take advantage of great technologi- 
cal advances since 1946, but I feel 
that most lines will now become 
settled and that production will be 
steady in the future, with particular 
reference to keeping lines improved 
and up to date and taking advantage 
of every possibility for cost reduc- 
tion. 

As far as our own company is 
concerned, we are not planning on 
further additions to our line out- 
We have 


products 


side of farm machinery. 
brought out some new 
since the war, we have improved 
some of our old ones, and we are 
continuing along that line, confining 
our efforts to farm machinery, as we 
feel we have a fairly good line of 
diversified products in our field at 
the present time. 


By John A. Carter 
President 


Oakite Pr 


® IN MY OPINION, there is apt to be 
more, rather than less, diversifica~ 
tion in industry during the next five 
or six years. This opinion is based 
on several factors. 

In the first place, the productive 
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capacity of American industry has 
greatly expanded, so much so that 
we could take care of the Korean 
war requirements and all of our 


‘ ° 
defense needs, at the same time as 


we provided abundantly for practi- 
cally all of the other goods and 
services the American people wanted 
and were willing and able to buy. 
This productive capacity is being 
further expanded, although proba- 
bly at a slower rate. 

Coupled with this increased pro- 
duction is the squeeze on _ profit 
margins due to high labor costs, 
high taxes and increases in the cost 
of handling almost all phases of 
business activities. Regardless of 
what may happen to prices, and 
these will be controlled pretty much 
by competition and the law of sup- 
ply and demand, labor costs will re- 
main high. Personally I believe this 
is good for the over-all economy. 
However, it does mean that indus- 
try will be seeking ways and means 
of spreading their overhead and 
fixed charges over a broader base 
of sales volume. They will endeav- 
or to lower distribution and selling 
costs by making each sales call 
more productive. 

In many cases these objectives 
can be reached by diversification. 
In our own business we are very 
research minded and are constantly 
widening our markets by the addi- 
tion of new products to serve the 
fields in which we have specialized 
We believe 


our type of service organization is 


over the past 40 years. 


in an ideal position to take in new 
fields to benefit our customers and 
our business. 


By George G. 
Raymond 


rresiagen 


® WE HAVE BEEN manufacturing ma- 
terial handling equipment for the 
past 30 years. During that period, 
we, as well as many other old timers 
in the field, have greatly broadened 
our lines. For example, over the 
past 20 years, we have added mate- 
rial positioning equipment and pow- 


ered industrial trucks to our orig- 
inal line of hand lift truck equip- 
ment. Most of the other established 
manufacturers of material handling 
diversified in a 
similar manner. They have not, 
however, reached out into fields 
outside of material handling. 

On the other hand, established 


manufacturers in fields foreign to 


equipment have 


material handling are constantly en- 
tering this field. This trend prob- 
ably will continue, particularly since 
it offers such exceptional oppor- 
tunities for the sale of capital goods. 
Conversely, it is doubtful whether 
the older established manufacturers 
of material handling equipment will 
change their past practices and di- 
versify into other fields. Some few 
people have felt that the field was 
becoming overcrowded, but we do 
not share this viewpoint. 

In our opinion, the field of mate- 
rial handling offers such a great op- 
portunity for diversification within 
itself that it is not sound thinking to 
look elsewhere. We can see so 
much room for improvement in 
mechanized handling and work 
positioning that we are continuing 
to spend more and more in engi- 
neering research to develop new 
and diversified products in this field. 


J. S. Knowlson, 


President 
Stewart-Warner 
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® DIVERSIFICATION . . using the term 
as the antithesis of specialization . . 
is one of the chief reasons for the 
position of leadership enjoyed by 
American industry. Willingness and 
eagerness of American business 
men to tackle the problems and 
reap the profits of new fields, after 
they have proved their abilities in 
the ones in which they started out, 
is as traditional a characteristic as is 
their belief in free enterprise. 

I do not believe that diversifica- 
tion . . which has resulted from a 
balanced blending of imagination, 
self-confidence and ability . . has 
run its course, nor even reached a 
plateau. Nor do I believe that any 

yontinued on page 102 





Mechanization 


MAKES THE WEST THE 


*1 Farm Equipment Market! 


Here's Why tarming in the West is BIG BUSINESS — 


Western farms produce 18 12% by dollar volume of all farm products on... 
122% of the nation’s cropland, with only . . . 

92% of the labor force 

... and it does this through mechanized production methods. 


With long growing seasons and extensive irrigation, a great many Western 
farming areas produce several crops a year. Equipment utilization—and replace- 
ment—is high. Add the Western farmer's high income (20% to 550% above 
the national average in 1952) and you have the ideal combination for big sales 
volume—the need for equipment plus the money to buy! 


WESTERN EQUIPMENT JOBBERS AND DEALERS HOLD KEY TO THIS GOLDEN MARKET 


Often the only ‘‘link’’ between the farmer and the factory 2,000 miles away, 
are Western wholesalers and dealers. They are vital to farmer and manufacturer 
alike. They know the varied and different needs of Western farming, know where 
and how your equipment can be used. They have the facilities to stock and 
demonstrate your line, service it properly. Sell them and you unlock the profit- 
building sales potential of America's top farm equipment market. 





How? How do you reach Western dealer and jobber effectively at 
2 lowest cost? Through consistent advertising in IMPLEMENT 
RECORD, their ‘‘own"’ trade paper since 1904! Put IMPLE- 

MENT RECORD on your national schedule now. 


Call or write our nearest District Manager for facts and figures. 


DISTRICT MANAGERS: 


NEW YORK—Richard J. Murphy SAN FRANCISCO—V. C. Dowdle 
107-5) 131st St., Richmond Hill 19 609 Mission St., S.F. 5, Colif 
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CLEVELAND—Clifford E. Beavan LOS ANGELES—J. E. Badgley 
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Telephone SKyline 1-6552 Telephone WEbster 8.8512 
CHICAGO—A. C. Petersen PAC. N. W.—Arthur J. Urbain 
3423 Prairie Ave., Brookfield, Ii! 609 Mission St., S.F. 5, Calif, 

A KING PUBLICATION Telephone Brookfield 532 Telephone YUkon 2.4343 


609 MISSION ST., SAN FRANCISCO 5, CALIF. 
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corporation, unless it is resigned to 
a static future, can afford to close 
its eyes to opportunities to diversify 

Both diversification and speciali- 
zation are frequently misunderstood 
terms. While it is true that accom- 
plishment in a given field can lead 
to recognition of a company as a 
specialist in that field, it does not 
follow that the company’s interest 
or future must be solely or prima- 
rily in that direction. Successful 
specialization does not rule out 
diversification 

I believe, then, that the ideal situ- 
ation is one in which a company 1s 
recognized for both diversification 
and specialization. Such a company 
can enter new fields with the ad- 
vantages inherent in public accept- 
ance of its name, and without creat- 
ing the impression that it has found 
competition too tough in the old 
field 

So far as Stewart-Warner is con- 
cerned, in the foreseeable future, it 
is likely that we not only shall add 
new products to our present lines 
but will also expand or diversify 
. into other lines. Our history, ove 
better than four decades, has been 
one of successful diversification. We 
know of no reason to close our eyes 
to future opportunities which may 


arise 


By P. M. Arnall 
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® THERE SEEMS TO be no question 
that diversification in industry and 
commerce is here to stay. It has 
just begun for some companies, al- 
though others have pursued broad- 
ening their product lines and serv- 
ices, as a policy, for some time 
The Lunkenheimer sales organi- 
zation runs into it frequently 
around the nation. A plant calls on 
us for valves to do a totally different 
job; they are equipping for different 
fabricator 
We sit in on 


production, possibly a 
getting into processing 

design meetings to help specify the 
right Lunkenheimer valves for a 


new plant that will make a product 
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new to that company. 

It is our feeling that this is all part 
of the insatiable American thirst for 
adventure and_ exploration into 
challenging spheres. There is noth- 
ing wrong with it. In fact it is 
healthy if kept on a sound basis 

We find that small and medium- 
sized companies should be careful in 
this regard. We've seen some losses 
where the new product was too 
foreign to the plant’s know-how, or 
where it did not fit the firm’s estab- 
lished channels of distribution 

Lunkenheimer, too, is interested 
in adding products to the valves and 
engineering devices for which we 
have become so well known since 
1862. We are constantly looking for 
products that fit in with our know- 
how and equipment; also that fit our 
established distribution 

Management must keep its eye on 
diversification. It is here and 


advancing 


By Ralph J. Kraut 


¥ 
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® THE MACHINE TOOL industry, of 
which Giddings & Lewis is a part, 
has always been quite conscious of 
diversification, perhaps of necessity 
Our business being of such a cycli- 
cal nature, the average machine tool 
builder has over a period of years 
investigated and actually undertak- 
en diversification projects with the 
object of flattening out the peaks 
and valleys in the demand for reg- 
ular machine tool products 

Despite the fact that most of these 
diversification projects have failed, 
the few outstanding diversification 
successes in the industry I believe 
continue to whet the appetite of the 
average machine tool manufacturer, 
and I anticipate that this trend, in 
so far as our industry is concerned, 
will continue. Perhaps, however, 
the diversification will occur more 
often in the lines we know some- 
thing about, machine tools and other 
closely related fields 

For example, in the case of my 
own company, in 1945 we purchased 


the Davis Boring Tool Division, and 


for the first time in our history we 
set up an operation for the manu- 
facture of special and standard cut- 
ting tools applicable to our lines of 
machinery. Also in 1948 we pur- 
chased the Cincinnati Planer Com- 
pany, thereby adding planers, verti- 
cal boring mills, and planer-type 
milling machines to our existing 
line of horizontal boring, drilling 
and milling machines. These diver- 
sifications, of course, were not in the 
nature of “getting into someone 
else’s business” but rather that of 
absorbing existing successful diver- 
sified lines. 

I doubt whether we would be in- 
terested in manufacturing new lines 
already produced by others unless, 
of course, they happened to repre- 
sent simply an enlargement in the 
coverage and capacity of machines 
in our existing lines. We believe 
fundamentally that diversification 
should not be attempted unless the 
existing lines are already in a high 
state of development and standing 
up well competitively and unless re- 
search and engineering development 
on existing lines will retain or im- 
prove our position in our present 
field. 

In general, however, speaking of 
industry as a whole, I believe the 
trend of diversification will continue 
for some years to come, at least un- 
til such time as we reach more se- 
vere business conditions when it is 
quite possible that the trend to- 
wards specialization may return. 
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® DIVERSIFICATION of product lines 
in American industry has, in my 
opinion, been of substantial benefit 
to many companies and for that rea- 
son is becoming a pattern which is 
being followed by more and more 
industries, as time goes on. 

In our own company, for instance, 
diversification of product has been 
of great advantage in fabricating not 
only complete lines of metal busi- 
ness equipment, such as_ desks, 
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Here's how to make 
your advertising 


to the steel industry 
"HIT HOME’... 














When you put your sales messages to the steel industry in 
BLAST FURNACE AND STEEL PLANT, you're literally 
“hitting home”—every month, nearly half of our readers re- 
ceive and read BLAST FURNACE AND STEEL PLANT 
at home! 

You're reaching the steel men with the buying authority 
in their industry, too. BLAST FURNACE AND STEEL 
PLANT talks about subjects that fire their interest—new 
methods, current steel plant problems and their solutions. 
BLAST FURNACE AND STEEL PLANT gives these 
home-reading steel men information they don’t want to miss. 
That’s why it gives you ABC audited coverage of 


*% Over 90% ofall steel plant officials with buying authority; THE ENGINEERING AUTHORITY 
*% Every steel plant in the United States, Canada and most OF THE STEEL INDUSTRY 


foreign countries. 





Published by Steel Publications, Inc., 4 Smithfield Street, Pittsburgh, Pa. « Phone Court 1-1214 
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Honolulu 
Hawaiian Gas Products, Ltd. 
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Manila 
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Master Refrigeration Supplies, 
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Welding and Supplies Co., 
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a the West... in the East... 
in every marketing area city, town or crossroads wherever 
there are buyers for your products or services, FRANCHISE 
CIRCULATION finds them for you. This circulation of buyers is 
built and kept current in the West by 145 carefully selected and 
franchised wholesalers or distributors (355 in the total U.S.). 


These on-the-spot distributors provide the names of the men having 
specifying or buying authority in the active firms in their locality. 
They know better than anyone else who specifies and who buys, 
beeause they make their living calling on these men. Every day 
they add the names of new buyers who come into the field, and 
subtract the names of the men who, for any reason, are no longer 
active buyers. These franchise holders make FRANCHISE CIRCU- 
LATION top quality circulation because they select their best 
prospects and customers in their territory and pay for subscriptions 
to be sent to these men. 


—~As a manufacturer in the fields served by 
FRANCHISE CIRCULATION do you know of a better audience 
for your message than a verified list of men who are ready, able 
and willing to buy your product or services? Only the FRANCHISE 
CIRCULATION method delivers you this known audience — and 
with it, far better results from your advertising ! 
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No’Elbow Room... 


BUT ROOM FOR GRADALL'S FAMOUS AOM-ALTION! 


SALES AWD SERVICE. 


Gradal 
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Machine with a reach! ©. Sige 
THE MULTI-PURPOSE GRADALL a” 


Gradal 


Gradell Distributors in over 75 principal cities 
im the United States end Canodo 
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The best testimonial for Gradall... 


487% REPEAT SALES! 
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Accent on Difficulty . . Giada 


Cover story .. keep your eye out for your product in use 


s “KEEP YOUR EYES OPEN for good 
on-the-job photographs!” 

Everyone connected with the 
Warner & Swasey Gradall Division 
campaign has heard these words 
many times . . people in the adver- 
tising department, the agency, sales- 
men, and in some cases, even space 
salesmen. They found that 
photographs taken of Gradalls at 
work on actual jobs, often in the 
difficult situations that seem to be 
the rule rather than the exception 
with make the most 
dramatic and effective illustrations 
for Gradall ads 

For this reason, Warner & Swasey 
keeps in touch with Gradall owners 
in order to be on hand when a good 
series of job photographs may de- 
But quite often, some of the 
them- 


have 


contractors, 


velop. 
best photographs present 


selves almost by accident. 
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That was the case when the cover 
illustration was shot. The agency 
account executive, hurrying through 
downtown Syracuse in a taxi, spot- 
ted this Gradall at work. He im- 
mediately got in touch with a local 
photographer. After setting up for 
a number of photographs, he talked 
with the Gradall operator, foreman, 
and manager of the department 
store in front of which the work 
was being done, getting case story 
material and releases. The photos 
and material were soon used in the 
ad, “right up on the sidewalk, smack 
against the store fronts,’ and have 
also been used in other ads and di- 
rect mail folders 

Griswold-Eshleman Co. handles 
the advertising 

The cover photograph, taken from 
the ad headed, “The Best Testimo- 
nial for Gradall . . . 48% Repeat 


Sales,” dramatically illustrates the 
kind of jobs for which a Gradall is 
Close to this busy intersec- 
permitted 


suited. 
tion, its compact size 
working on the sidewalk, without 
interrupting traffic. This is a nat- 
ural for dramatic photography, 
which the company has capitalized 
on in its advertising. 

The photo shows how Gradall’s 
“arm-action” handles a_ relatively 
small, deep excavation, and how a 
telescoping boom reaches out from 
the machine and tilts at any angle, 
on the end of which a bucket moves. 

These Gradall features are dem- 
onstrated photographically in a con- 
national and 


tinuing campaign in 


sectional construction publications. 
Ads are also run in publications di- 
rected to the railroad, municipal, 
and other markets involving con- 


struction and maintenance work. 





"Th 4) lt 
0 mi ion fi ar “The first men to be called in on new 


projects and the last to leave the com- 
pleted jobs are Civil Engineers. They 


w 
approve the plans, specify the materials 
and select the needed equipment. In 


most large contracting organizations, 


co the key executives who wield vast pur- 
n - Ne een Duilt chasing authority are civil engineers.” 


Says 
David Bonner, 
Vice Pres. 
Frederick Snare 
Corp. 


Only CIVIL ENGINEERING alone can sell 37,000 civil engineers. 


Here’s why: CIVIL ENGINEERING is the only national periodical published exclusively 
for civil engineers. 

90% of CIVIL ENGINEERING’s 37,000 readers have met the rigid education 
and experience requirements for membership in the American Society 
of Civil Engineers. 

BY civin ENGINEERING’s authoritative editorial content is written by top- 
flight engineers actively engaged in important projects. 

EB High reader interest produces results 36,715 inquiries from one issue 
alone. 

Advertisers pleased —91% of 1952’s advertisers were back again in 1953. 

For the lowest rate-per-thousand among national construction periodicals, 

CIVIL ENGINEERING provides a direct selling link to 37,000 active Civil Engi- 

neers, key men in planning, supervisory, and purchase control capacities. 

No other magazine, or combination of magazines, will reach them all. 


= Engineers are educated to specify and buy. 


New NIAA Outline 
Just Published ! 


Your free copy 
will be sent immediately. Y Ce / 
Tells all about Ves 
Civil Engineering’s circulation, ee 
markets, editorial, rates. 
Write or phone today. <= he Magazine of Engineered Construction 
>. ; Published by 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 
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Into Your Salee Talk— 


AND KILLED THE ORDER? 


One thing that makes industrial selling tough is the fact that 
today—in most manufacturing plants, especially the large 
ones—there are from three to six men who have a voice in 
recommending, specifying and buying. These men must be 
contacted. But your salesman also has to contend with un- 
known buying influences . . . men whose title or job function 
belie their importance . . . whose ‘‘No!”’ may cost you the sale. 

One sure way of reaching these unknown buying influences 
is through the magazines they must read to keep up with their 
jobs. Business decisions are influenced by what these men 
read in the editorial and advertising pages of their business 
magazines. 

We call Business Publication Advertising ‘“‘Mechanized 
Selling’”’ because it gives greater productivity to the salesman’s 
efforts . . . just as a high speed machine steps up the produc- 
tivity of the skilled workman in the plant. Used for the pre- 
liminary steps of making contact, arousing interest and creating 
preference for your product, business magazine advertising 
gives your salesman more time to concentrate on the impor- 
tant job of making specifications and closing the sale. 

Ask your McGraw-Hill man for a copy of our 20-page book- 
let, “Orders and How They Grow.” It gives the salesman a 
realistic appreciation of how business publication advertising 
helps him use his time more productively. You’ll want to 
read it, too. 
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McGRAW-HILL PUBLISHING COMPANY, INC. 
AP 330 WEST 42nd STREET, NEW YORK 36, N. Y. C80) 


HEADQUARTERS FOR BUSINESS 1NFORMATiAON 








NEW MECHANIZED 
SELLING FILM 
NOW AVAILABLE 


We have just produced a 35mm. 
sound-slide film entitled, 
“Plateau of Progress.’’ This 
film presents the application 
of mechanization to selling . . . 
shows the job that advertising 
can do in the kind of economy 
we're living in today. 


The film fits ideally into 
conferences, sales meetings, 
sales training courses, adver- 
tising presentations and other 
gatherings where business pro- 
motion is the theme. 

This new film, and our earlier 
film, ‘‘Mechanization—Blue- 
print for Profits,”’ are available 
at all McGraw-Hill district 
offices. For further informa- 
tion, ask your McGraw-Hill 
man or write Company Pro- 
motion Department. 
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advertising | volume (CVu0mu” 


* e August advertising volume in 
im business pap ers business papers gained 4.7“; or 1,418 

pages after an increase of only 1.1% 
in July. This is about the average 
amount of increase shown during 
1953 so far. The cumulative gain 
for the first eight months in 1953 is 
3.9% or 10,408 pages over the same 





period in 1952 
Industrial papers reporting to IN- 
August volume 4.7% (in pages) over 1952 DUSTRIAL MARKETING showed an in- 
crease of 4.6% or 910 pages for the 
— aes = ep month of August and a yearly in- 
A crease of 3.6% or 6,177 pages over 


1952. The 50 trade papers showed 





a 2.9% increase (144 pages) for the 
month of August and a 3.3°, gain 
(1,383 pages) for the year over 1952 
The product news _ publications 
31.875 30.457 Ps 
showed an 8.4% (221 units) gain 
, for August and a 6.7% (1,499 units) 
Year to date /volume 3.9% (in pages) over 1952 ‘ 4 
: increase for the year. Export pa- 


Total 


1953 1952 pagechange °% change pers reporting showed a decrease of 
40 pages (4.0%) for the month and 
a loss of 325 pages (3.6%) for 1953 
as compared to 1952. The group of 
class publications showed an 8.4% 
(183 pages) gain in August and an 
8,85 d t increase of 8.2 (1,674 pages) for 





275,390 264,982 . the year 
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SHOWMANSHIP... 
that sells! 


National Electric Products 
MR: BUILDER SEE HOME-OWNERS| PETE PEEVE” 


] yew 


Pulling in prospects was no problem for National Electric Produces 

at the Home Builders Show. Showgoers looking through the 

attractive, pierced canvas saw a typical living room and learned about 
home owners’ “pet peeve” ... overcrowded electrical outlets. 

National Electric presented the solution ...PLUG-IN STRIP... focusing 
attention on a convincing demonstration by the use of 

“black light.” Demonstration props glowing in the darkness 

proved highly effective. Let us put SHOWMANSHIP 


to work for YOU today! 
= } PITTSBURGH 
477 Melwood St., Pittsburgh 13, Pa., MAyflower |-9443 
NEW YORK 
4am 516 Fifth Ave., New York 36, N.Y., VAnderbilt 6-2621 
CHICAGO 
1937 W. Hastings St., Chicago 8, Ili., TAylor 9-6600 
DETROIT 
we 810 Book Tower Bidg., Detroit 26, Mich., WOodward 2-3557 
displaus 
f° fw ; . r * » 
wail 
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When a prospect needs your catalog, 


make | must he write...and walt for it? 


your 
catalog 


accessible 
to 


your 
prospects 2? 





What's best for the buyer is best for you... 


...and there's only one way to be sure he'll have your catalog handy, always. 
Send it to him pre-filed in a bound collection of catalogs. 

The whole Sweet's idea of providing buyers with bound collections 
of manufacturers’ catalogs, classified and indexed for easy use, came from 
the needs of specifiers and buyers. It has succeeded because manufacturers 
found they could sell easier when they made it easier for buyers to locate 
information about their products. 

Right now 1,480 industrial marketers use Sweet’s facilities to make their 
catalogs instantly accessible to the people most likely to need information 
about their products in the following markets: Product Engineering, 
Plant Engineering, General Construction, Industrial Construction, 

Light Construction. 

The Sweet's man in your locality will be glad to show you how other 

industrial marketers use Sweet's facilities to be sure their catalogs are 


really accessible to their prospects. 


FREE: Pocket-size booklet, ‘‘How to Improve Marketing 
Efficiency through Improved Catalog Procedure.” 
Write Dept.47, Sweet's Catalog Service, 

119 West 40th Street, New York 18, New York 


Sweet’s Catalog Service 


designers, producers and distributors of manufacturers’ market- specialized catalogs 
DIVISION OF F. W. DODGE CORPORATION 

119 WEST 40th STREET, NEW YORK 18, NEW YORK 

Boston Buffalo Chicago Cincinnati Cleveland Oetroit Los Angeles Philadelphia Pittsburgh St. Louis San Francisco 





August pages Pages to date August pages Pages to date 
Industrial group 1953 1952 1953 1952 Industrial group 1953 1952 1953 1952 








August pages Pages to date 
1953. 1952 1953. 1952 





August pages Pages to date 
1953 1952 1953 1952 





trial Marketing 





LOCKHEEDS TOP ENGINEER 
READS SAE JOURNAL 


Hall L. Hibbard, vice-president—engineering at Lockheed Aircraft Corporation (stand- 
ing in center) is one of the men who regularly gets ideas and facts from SAE Journal .. . 
and so do many of his chief lieutenants. 


Lockheed (the maker of the F-94 Starfire) is another of the 5000 aeronautic and auto- 
motive companies in which decision-making engineers read SAE Journal. 


In automobile and truck companies, in plants which make airplanes, aircraft power- 
plants, diesel engines, road machinery, farm machinery, parts and accessories . . . every- 
where that top-flight automotive engineers gather to make technical decisions, SAE 
Journal readers are likely to be a majority of those present. 


JOURNAL Published by The Society of Automotive Engineers 


29 West 39th St., New York 18, N. Y. 
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TO GET INTO THE PLANT, | 





PLANT ENGINEER 










CHIEF ENGINEER ! 


VICE PRESIDENT 
in charge of OPERATIONS 





GET INTO FACTORY 





A job that’s tough for industrial salesmen is 
seeing and selling the men who operate 


America’s plants. 


A job that advertising can do well—and at 
“1 | lower cost —is that of making contact with 


buying influences. 


And because FACTORY has more circula- 


tion and more readership in the Plant 






Operating Group than any other industrial 
magazine, more and more industrial adver- 
: / tisers are counting on FACTORY for the 
MAINTENANCE vital job of reaching the Plant Operating 
SUPERINTENDENT 





Group. 

- & b Want a measure of performance? Well, ad- 
: aa ’ vertisers invest more of their dollars in 
— Sgaacll | FACTORY SUPERINTENDENT nontail 

s \ FACTORY than in any other monthly busi- 
ness publication. 
i FACTORY can do the job of reaching the 
Plant Operating Group for you, too. 
Yj 


ewe | ACTORY 


MANAGEMENT AND MAINTENANCE 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 





ta 


po, | 7 
PRODUCTION CONTROL ~~ 
SUPERINTENDENT 
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“Billboard . 


ma 


Scholastic Coach . 


“What's New in Home Economics 
“Caminos y Construccion Pesada .. } 





Media Changes. . 


* 


Waddell 


wl 


In the August issue . . [M published th Henry G. Weiss . . ha: 


Richard P. Keine . 


rict manacase r 





cs 


Soro zvtT~c~amw! 


ee | s\ 
to BE 


Typical Remington Rand binders 
tailored to users’ requirements. To 
appreciate them fully, you'd have to 
see them in their actual rich color 
and texture. 


ANOTH 
ER wa 
NDBOO 
* For 
MANac ? 
Clménr gy 7 : 
“Cag 
Glos ,/y 
“1rd 


free IDEAS TO HELP YOU INCREASE SALES 


Phone or write today for your free copy of this 


new Remington Rand catalog “Binders That Build 
Business.” It’s packed with facts, ideas and sug- 
gestions for making your product literature and 
sales presentations more effective, more resultful. 

In this fully illustrated 40-page book, you'll also 
get the full story on important new binder design 


improvements resulting from years of research 
ene at en ay pe re cer Ce em eG eR ee one ee 


Remington Rand Inc. 
Management Controls Reference Library 
Room 1159, 315 Fourth Ave., New York 10 


Kindly send free copy of “Binders That Build Business.” 


NAME 

TITLE 

FIRM 

ADDRESS 

CITY ZONE STATE 


Fae Se cee ah eb eb ne th Sh cc i et sae ent 


and development. Improved locking and unlocking 
mechanisms, for instance, to make sheet changing 
easier... superior styling and handsome cover 
materials that form a background worthy of your 
finest products... and the exclusive ““Kem-Bossed 
Process” that personalizes your binders with beau- 
tifully clear reproductions of your logotypes, 
trademarks or corporation seal. 

Don’t miss this opportunity to learn what's 
newest and best in the field. Send in the coupon. 
For free copy of Catalog LL-234, visit your nearest 
Remington Rand Business Equipment Center, or 
write to Management Controls Reference Library, 


Room 1159, 315 Fourth Avenue, New York 10. 


PROFIT-BUILDING IDEAS FOR BUSINESS 
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Sales 1 Ips from Industrial Purchasing 


Building confidence is often a slow 


process, but the salesman who shows he 


can be depended on is the one we like 
to do business with. We have confidence 
in a salesman when we know we can 
rely on him for information about new 


dey clopments; for complete and accurate 


technical data on his products; for an 
intelligent understanding of our prob 
lems; and for fair treatment on follow- 


up and delivery,” says Adrian Gabig, 
Purchasing Agent, Brainard Steel Div., 


“The salesman who is most welcome 
here, and most successful, has enthusiasm 
and faith in his product and his com 
pany, and is well informed on both. But 
he is also aware that his first job is to 
meet our requirements of quality, cost 
and delivery. He does everything in his 
power to work out our problems with 
us, to mutual advantage, and follows 
through on his orders. If he is equally 
frank and well informed on the limita- 
tions of his product, he gains our respect 


Sharon Steel Corporation, Warren, Ohio and confidence on the business he = is 
equipped to handle,” says Walter Frod- 
erman, General Purchasing Agent of A. 


O. Smith Corporation, Milwaukee, Wis. 


Build the Purchasing Agent’s 
in your company 


How much easier your salesman’s job is. when the PAs he calls on 


know and have confidence in your company and products. 


Knowing that PAs have more confidence in advertised products, 
leading industrial advertisers have long made PURCHASING 
Magazine the basic medium in their advertising programs. For 
PURCHASING ts the ov/y national publication serving the interests 
and needs of PAs throughout industry . read regularly by the men 
of industry’s buying. 


responsible for 85 g 
So take a tip from PURCHASING’s many successful advertisers. 
Make PURCHASING the basic magazine 

on your industrial advertising schedule. 

PURCHASING, 205 East 42nd Street, 

New York 17, N.Y. Offices in Chicago, 


Cleveland, Los Angeles. 





‘The American free enterprise system 
has produced more and given to each 
of us more goods than any other eco 
nomic system yet devised by man. The 
salesman performs the tremendously im 
portant function of moving goods from 
the factory to the consumer. Should he 
fail in this task, the American way of 
life would most certainly be lost. We in 
the Purchasing Department highly re 
spect the sales profession for fulfilling 
this function competently and vigor- 
ously,” savs Paul Young, Director of 
Purchases of The Vimken Roller Bearing 
Company, Canton, Ohio. 


confidence 


When you think of 
selling...think of 
PURCHASING 


@ of eo 


The basic magazine on any industrial advertising schedule! 
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copy chasers 


Wanted . . supermarket 


merchandising for advertising 


® A PARTICULARLY cranky problem 
facing business paper publishers 
(and advertising agencies, too) is 
one that those very publishers cre- 
ated for themselves 

‘hey have been so successtul in 
selling space that a suspicion has 
grown up concerning the value ot 
that space 

{n a word: business papers are 
considered too fat. Many of the 
firms that advertise in them com- 
plain they re so fat that nobody has 
the time and patience to lift them, 
Firms that 


don't advertise in them use fatness 


let alone read them. 


as an excuse for withholding thei 
money. 

Unfortunately for us all, there’s 
just enough testimony from readers 
or should-be readers to the effect 
that business papers are too fat. It’s 
not a long search to find some one 
never reads the 
they're too thick, 


they come too often, and he’s too 


to say that he 
darned things 


busy. 

This the feeling of some ad- 
vertisers and the feeling of some 
readers that many books are too fat 

puts industrial advertising at the 
very height of its prosperity in a 
position of jeopardy. If buyers don't 
use business papers as a source of 
information now, when so much in- 
formation is needed by so many, 
what good will business papers be 
later on, when production require- 
ments will be less? 

Well, we in this business know 
the answers to all this, and there's 
no need to go into these here; the 
problem is one we have with our 


managements, not with ourselves 


The question remains, of course, 
whether or not our answers are 
right. To what extent are we think- 
ing wishfully? Do those fat books 
get the reading we .. the publishers, 
the agencies and the advertising 
men .. claim they do get? 

Publishers report the large num- 
bers of requests for reprints of edi- 
manufacturers’ 


torial articles and 


literature offered through “readers 
service.’ But reprints of editorial 
articles only prove (if you accept 
that they do prove) readership of 
editorial articles, and inquiries for 
literature “forced”, so to speak, 
by the publishers through various 
devices . are somewhat suspect, 
anyway, and don't necessarily re- 
flect readership of ads as distinct 
from listings of literature. 

Agencies and ad managers point 
to Starch reports saying, for ex- 
ample, “We got a Noted of 30 and 
a Read Most of 12” 
tended to indicate that 12°) of the 
But Starch 


percentages are no more than per- 


which is in- 
circulation read the ad 


centages of those interviewed who 
did read the magazine and it’s not 
fair to project that percentage 
across the total circulation because 
there’s no way of telling what per- 
centage of the total circulation 
didn’t even open up the magazine 
(Starch counts only readers.) 

So such a device isn’t so mean- 
ingful as we would like, and won't 
get very far with managements who 
use their own thinking to figure out 
that magazines are so fat that busy 
men just don’t have the time to go 
through the hundreds of pages that 


each issue confronts them with 





In the consumer field, the situa- 
tion is different. It’s pretty well 
accepted that readers welcome big 
The thicker Life is, the more 
The thicker the 
Post is, the more stories they get 
The thicker Better Homes & Gar- 


dens is, the more new 


Issues 


pictures they get 


ideas for 
cooking and decorating they get 
A big issue is a big bargain 

Another way of saying it is that 
people like thick magazines for the 
ame reason that they like super- 
markets: there’s more merchandise 
to select from 

Theoretically, this supermarket 
concept should apply as much o1 
more to business papers. A_ busi- 
ness paper, it has often been said, 
is a market place, and the industrial 
buyer goes into the market, pur- 
posefully, to examine what’s new, 
what’s good and what’s pertinent in 
hard goods (On this reasoning, 
the fatter the magazine the better.) 

But this concept has not been 
accepted in our field. Our manage- 
ments don’t accept it, and we who 
create o1 sell the advertising have 
considerable doubt about it. And 
some of the publishers of thinnet 
(less successful) magazines capital- 
ize upon this to take business away 
from the leaders. 

The guess of the Copy Chasers is 
that the concept does not apply; that 
it breaks down for the reason that 
business paper advertising is not 
“merchandised” according to super- 
market practices 

To say it another way: the su- 
permarket exists, in physical form, 
but neither the people who operate 
it nor the people who offer goods 
for sale in it know enough about 
merchandising to make this kind of 
supermarket an attractive or con- 
venient place in which to shop 


The business paper is less of a 
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success than it might be, not be- 
cause it’s so big, but because the 
merchandise is so poorly presented 

Unattractive advertising, not too 
much advertising, is what discour- 


ages readership 


“Self-Service” Advertising 

It is interesting for us to think 
of business paper advertising as a 
form of “self-service merchandis- 
ing.” It is really that, you know 
the reader selects what he wants 
unaided 

Therefore, aren't we forced to 


adopt supermarket merchandising 


and display practices in order to 
help the reader find what he wants 
or needs? 

A little later, we're going to get 
around to a discussion of the lack 
merchandising in 
But first 


we'd like to discuss, for a moment, 


of supermarket 
one area: metalworking. 
just what good supermarket mer- 
chandising practice 1s 

We're going to take the liberty of 
quoting from an article in Adver- 
tising Agency written by John R 
Gilman, former vice-president of 
Colgate, Palmolive, Peet and before 
that vice-president in charge of ad- 
vertising for Lever Brothers: 


ket 


(As we quote, you can keep in 
mind that the supermarket custome? 
is performing an act not much dif- 
ferent from the reader of the busi- 


ness paper.) 


but don’t miss 


So much for that 


its application to business papers 


In Metalworking Markets 


Now let’s get specific about ad- 


vertising in the metalworking field, 
picked because so many of the mag- 
azines coming into the prospect's 
office are of such a size that the 
charge of fatness is justifiable here 
if anywhere. 

We have no idea how faithfully 
We don't 


think anybody has. But we do know 


these magazines are read. 


this: even if advertisers don't 
doubt the publications’ reader value, 
at least they do resent having their 
own advertising in competition with 
so much else 
This opinion gains a_ certain 
amount of strength from the fact 
that, in a normally-thick magazine 
like Machinery, the best readership 
on a cost basis .. are made 
Take the last 
issues for which we have scores: 


Noted 
Armstrong, front 


scores 


by covers and inserts 


January Ist 
covel 
2nd Timken, back 
cover 
3rd 3rown & Sharpe, 
Insert 
4th Bullard, insert 

February Ist (tie) Universal, 

front covei 

Ist (tie) 

O-B 

3rd New Britain, in- 

sert 

ith 3rown & Sharpe, 


insert 


Alcoa, R- 


Ist Timken, back 
covel 

2nd Norma-Hoffman, 
front cover 

3rd Butterfield, insert 
ith Timken, R-O-B 


Ist Fafnir, front cover 
2nd Timken, back 
cover 

3rd_ (tie) 
house, R-O-B 


3rd (tie) 


Westing- 
Lucas, insert 


That's altogether too high an in- 
cidence of  special-position ads 
among the leaders on a cost basis 
happen that way with 


What it 


tends to prove Is that Machinery is 


It doesn't 
consumer publications 
so fat that the only way you can 
get maximum attention Is to buy a 
cover or run an insert 


But that may 


expensive 


not be the entire 
































He took a job and got the business 


One night this salesman sat up in bed and yelled to — to the foreman and the plant engineer. Evenings and 


his wife. “I just dreamt how to get the Freezo Re- weekends he dined and golfed with the brass. By the 
frigerator business! Pl take a month’s leave of absence — end of the month he was pooped. But he’d seen all 
and go get a job on their assembly line!” the people and he got the business. 

And he did. He knew it was the people on the line Implausible? Yes. Impossible? Nearly. This is a job 
who often start the purchasing ball rolling. He knew — industrial and business advertising should do, a job 
they often see and mention the need for new products, — best done in The Saturday Evening Post. For the Post 


So he talked to the workers around him, He talked — gets to all the people who mean business. 


urday Evening 
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Electronic computer works 
out the answer for waiting 


technicians. 


“Cruciform’’ wing and tail 
design being tested if 
supersonic wind tunnel. 







Two-stage rocket is readied 
for firing. 


Before 1300 mph test, 
research operations engineers 
check instrumentation. 









45-foot silencer stacks 
identify ramjet laboratory. 








Technical Progress in Aviation: 


background for tomorrow’s guided missiles 
...and for each issue of Aviation Age 





Pick up any issue of Aviation Age... sample its 
editorial content ...and you'll see why it is 

the most effective sales-producing medium 

in the aviation market. 

Here is aviation’s technical magazine. . . 

the only aviation magazine specifically designed 
and edited for technical management men 

in all branches of aviation. 

These are the men who will buy—or bypass— 


your product. 


Aviation Age 


A CONOVER-MAST PUBLICATION 
205 East 42nd Street, 
New York 17, N.Y 














story. Just possibly the covers and 
inserts score high because the other 
ads are so poo! 

Take the June issue (for which 
we don’t at the moment have the 
Starch report) 
nearly 400 different adver- 


440 pages plus four 
covers 
tisers, some running more than one 
ad 150 pages of solid advertising 
at the front of the book 
200 pages of virtually solid advertis- 
ing at the back of the book 

Here, indeed, is a supermarket of 


nearly 


metalworking equipment. 

Let’s see how the manufacturers 
displayed their products. 

Many bought special positions 

Jacobs Chuck bought the front 
cover to display its product sitting 
on a decorative stone pedestal. It's 
an unlikely place for a chuck, but 
it apparently intends to convey the 
idea that the product’s position in 
the field is (as indeed it is) rather 
monumental. No copy . . just a 
card saying “If it’s a Jacobs, it 
Holds.” 


judge, of a product that can’t well 


Here is a case, we would 


be shown at work, due to the na- 
ture of its location on a machine 
tool; so the presentation is probably 
OK. The fact that Jacobs is one of 
the 12 front cover advertisers in a 
year is a point in itself; it says that 
Jacobs is out in front. 

*%The back cover is used alto- 
gether differently. Timken reports, 
in some detail, how its bearings are 
used in the new Bullard vertical 


chucking grinder. There's an on- 
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New Bullard vertical chucking grinder 
gets high precision, handles heavy 
loads with table on TIMKEN bearings 


i 


aPC ore 
Dey 
TAPERED ROLLER HEARINGS 


ee ee es 





the-job picture of the grinder at 


work, and some excellent copy 


There is also a small box telling 
about Timken’s “Statistical quality 


control.” 


There is also a reproduction of the 
Timken symbol and the line “This 
symbol on a product means its bear- 
ings are the best.” 

It’s another in an excellent Tim- 
ken series, an ad we feel sure 
would score well even if not on the 
cover. Written by James F. Schmidt, 
Batten, Barton, Durstine & Osborn, 
Cleveland 


Heald Machine has a fine ad on 


How Inertico Damping 
PREVENTS 
QUILL CHATTER 


PRECISION 
PRODUCTION 


the inside front cover. Not much 
about Heald directly, but some good 
copy of a type editors themselves 
Under the good head- 
damping pre- 


might run. 
line, “How inertia 


vents quill chatter,” we read: 


This was written by Robert A. 
Browne, Rickard & Co., Inc., New 
York. 


Cleveland Worm Gear doesn’t do 
so well with its inside back cover. 
In the first place, the entire ad is 
on a slant .. for no reason whatso- 


ever except a misguided notion 
that people would rather read a 
magazine cocked-to-one-side than 
straight up-and-down 

The headline is also from the if- 
we-can t-get-them-one - way - we'll- 
get-them-another school: “Cleve- 


° 





Ears! Eyes! Brains! 


The magic evolution of radiation—controlled by the radio 


tube—has entered its third great epoch. First came the 


audio stage, expressed in radio: signal, human voice and 


glorious fidelity in music. Second: video in television, even 


now changing to soul satisfying color. And now comes the 


era of the electronic computer—the signal that is detected, 


stored (remembered, if you wish) totalled and graphed; 


solving problems too staggering and monotonous for the 


human mind. 


THE RADIO ENGINEERS’ PART— 


The electronic computer’s base component is the 
radio tube. Its design and production, once again, 
is the brilliant product of the radio engineer. Ad- 
vances in the computer have been aided by “history 
making issues” of “Proceedings of the I*R+*E” 
and the presentation of papers at IRE meetings; 
basic media of the inspiring exchange of scientific 
and engineering knowledge. 


Typical is the great October 1953 “Electronic Com- 
puter” issue of “Proceedings of the Ie R* E” which 
will publish 40 papers on computers, the word 
count equivalent of a 600 page textbook—with the 
freshness of the computer of today, and the design 
data of the computer of 1958! 


AND YOUR PART IN THIS? 


The electronic computer is a practical reality, a 
part of that promised “bright new world,” here, 
now. You and your business will be a user and 
buyer, just as surely as you have used the type- 
writer and adding machine. Again, you and your 
business may be a supplier of components, mate- 
rials and parts! For the electronic computer opens 
another new manufacturing market. 


But, how can you sell to it? Only by reaching the 
minds of the men who design and make computers 
—radio-electronic engineers, of course. These men 
do not spend time interviewing salesmen, but they 
do read, study and work with the history making 


issues of “Proceedings of the l* Re E.” 


Proceedings of the I+ R+E has carried advertising since 1913. It has helped 
little companies grow to greatness, and is the marketing medium of the 
giants. Ask us for full facts, and its ABC statement! The Computer issue 


closes Sept. 8th. 


“Proceedings of the Ir Re k” 
Published by the 
INSTITUTE OF RADIO ENGINEERS 


Lin 


New York 36, N.Y. e 


Advertising Dept. 1475 Broadway e 


BRyant 9-7550 





Communications 


Radio 


° Television Electronics 
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Direct Hits take Fellows-Cut Bnstrument Gears by the TON SE 


CHARGE CASING 
i 


’ 








LORDS Machine 6. 


iiw 





land drives pickler at perfect pick- 
ling pace.” (Alliteration is more fun 
for writers than for the reader.) 

The main illustration of a me- Three photos illustrate Fellows 
chanical bar pickler is covered iaicicrs Cut, Fellows Shaved, Fellows 
by an unpleasant purple screen ; Checked. There’s also a box of 
which has the effect of inviting the ; ; ‘Production data.” 
reader onto the page opposite. Too 2 a The next few ads are examples of 
bad. because there’s some good in- bad layout. The advertisers bought 
formation in the copy color, so by gum they’re going to 

Landis Machine's spread on pages use plenty of colored ink 
2 and 3 has a number of faults Cincinnati Milling Machine plas- 
Headline, illustrations, and copy are ters red all over its left-hand page. 
superimposed on a photograph of The machine is silhouetted against 
a batch of casing shoes that has the red. “Replacing the overarm 
heen aircbrushed in order to give with a two-spindle head” appears in 
Hen eet of the od a chance. The white against the red; “reduces cost 
headline runs in yellow on top of yea of milling” is in white against a 
te conte chown: it's & aned one black strip running across the red; 
“Large casing threads tapped in 12 “Drawing of part and diagram of 
minutes but its presentation har automatic cycle” is black-on-red; 
doesn't help. First it’s printed on and the drawing and diagram are 
a pale yellow panel, it runs to too rt ! ict white-on-red. 
wide a measure for easy reading, 


and the sans serif type lacks a lot 





in clarity ; : 
Fellows Gear Shaper’s spread has Replacing the overarm 
; with a two-spindle head 

white space, a minimum of color, eg 


and neat arrangements of elements REDUCES COST OF MILLING OPERATION ON MAN‘FOLD 


a much nicer layout plenty of 


The red color appears in only 
three spots on the first two words 
of “Direct hits take Fellows-cut in- 
strument gears by the ton’, on a 
small sketch of an aircraft exploding 
in the air, and on the name “Fel- 
lows” in the signature. 

The headline puzzles us, but may- 
be it’s puzzling enough to excite 
further reading. (Do you mean our ae. a eM :, rat Cmca sai, ncn C0 
aircraft is getting hit up so much it’s ‘ — 
taking a lot of Fellows-cut gears to : oe , ch 


keep our air force going?) : os senso tron, ato acame 
ee ee) Gee. Tee 





Copy is loaded with the facts, but 





the language seems rather awkward: 
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You, Mr. Advertiser, know more than anyone 
else who the Right People are for your 
products and services. Therefore, you select 
your own list of customers and prospects, 
from any or ail divisions of the industry, or 
from any occupational group, or in any 
geographic area. Select up to 500. Write 
your own letter, asking the questions on 
readership the way you want them asked. 
Enclose stamped reply card or envelope 
addressed to you. Tabulate the returns 
yourself. Then bill us for the cost of the 
survey. We pay, win or losel 


Many others have found for themselves, 
beyond a question of a doubt, two very 
5 ail important facts: 


leer (1) Which oil papers their own cus- 


tomers and prospects read and 
prefer. 


(2) The number of added readers 
becomes smaller as each publica- 
tion is added . . . and cost of 


+ SELECT YOUR reaching additional readers be- 


CUSTOMERS comes proportionately higher and 


AND ; 
PROSPECTS higher . 


SEND THE BILL TO-- . 


* ENCLOSE 
CARD OR 
STAMPED 
ENVELOPE 
FOR REPLY 


* COUNT THE 
RETURNS 
YOURSELF 
WHEN THE 
REPLIES 
COME IN 


pr Ott Aub GAS 


JOURNAL 
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No gamble on futures here in the Chemical Process Industrifis\ 
Opportunity keeps its foot in the door of this market. LA 
The CPI are building more plants, 
using more raw materials, buying more equipment 
than any other branch of industry. They’re making money!" 
and spending money . . . to make more money. 
And new products, new markets, change, growth give this field 
as dazzling a future as its past 

up five times in output value since 1940, 
spending and plant investment multiplied twenty-fold. 


Opportunities? The market's brimming . . . for packaging; 
materials handling, chemical raw materials. . . . Name your\prodvet! 
Customers? What better sales catalyst 
than CHEMICAL ENGINEERING to bring you close 
to 38,000 engineering-minded readers and buyers 
more live prospects than any other production magazine in the fia@W. 
Applications? CE’s workbook pages 
are chock-full of the operating how-to that generates demand 
for your performance benefits, new design or superior service. 


Production men call it applied chemical engineering 
. and it’s exclusive in CE, 
an editorial job that nobody else comes close to 
in this lucrative market. 
It’s meaty, profit-practical stuff like 
. Materials of Construction— What's Doing in Turbo Drvers 
— Making Sulphur Recovery Pay Off. 


And chemical engineers love it! 


Doesn’t it make sense? 

If your product can help the chemical engineer 

do his job more efficiently, the best place to show him why and how 
is his preferred magazine. 

And as nearly 700 successful CPI sellers will testify 

.. » that’s CHEMICAL ENGINEERING. 


af- 


“CHEMICAL PROCESS INDUSTRIES 





“4 
ou die cp your. CPI pprodpaacts 


THE 1952 CPI PACKAGING MARKET — Here's 
the report every packaging equipment and mate- 
rials manufacturer has been waiting for. Over a 
year in the making by CE’s Research Dept. — 3 
separate surveys delineate markets, buying habits 
and dollar volume of purchases — a complete study 
of CPI vs. All Industry’s packaging requirements. 


MATERIALS OF CONSTRUCTION with empha- 

sis on protective coatings and how they fight cor- 

rosion. 48-page package covers metals, plastics, 

rubber, refractories —every coating material used. 

J 1 Gi Shows chemical resistances, makers, where and 

PEG UVIN NINS how applied — everything from. material selection 
Tn ote =< to job inspection. 

YCAL ENGINEERING NIAA REPORT — 

753 presentation based on the outline recom- 

= by. the National Industrial Advertisers 

gse-up of the process industries — plus 

bi , circulation, editorial policies, and 

ales ... all the facts you need to 


eet and medium. 


a2) 


hit your product... ask for a copy 

p Data File. They'll be glad to discuss 

Bee tives and product applications here 
CA fastest-moving market. 
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Table of 
the 


how the 


tight-hand page is OK 


production data” lead; 


the 


copy, 


and copy describes 
two-spindle head does the job 
Van 


headline 


the 
center- 
called “Di- 
vertically on a_ black 
starts the off on a 


Norman's spread runs 
(announcing a new 
less grinding machine 
versimatic’”’) 
and 


red 


panel COpy 
deep 

Landis Tool jumpy 
effect with its handling of black and 
pink At the 


3 how n 


achieves a 


left, a Landis grinde 
against a file-card shape 
and the file card motif is carried on- 


Within the 


and 


to the right-hand page 


hape are SIX sections each 


ection is composed of a close-up 


ol a part being ground, a diagram 


f the part white-on-pink, and a 


description of the operation white- 


on-blach It too much for ow 





fight each other the way relatives 


often do 
The Winter ad 


against a 


of black 
the Na- 
tional ad is a mess of black against 

A eheckerboard 
both 
Winte 
checkerboard, 
black 


ultant effect is 


IS a mess 


red background; 


a red background 


effect is used on pages as a 


decorative motif taps stand 


on a red National 


milling cutters on a checker- 


board. The res atro- 
c1ous 


Kearney & 


with a 


Trecker follow this 


more orderly arrangement 


Left-hand page is all a picture of a 


milling machine working, except foi 


a mortise containing the “job facts 
and the start ! the 
Load. 
thats all there is to 


miller! 


ises the 


good headline 
unload 
ith this GH 


custome 


engage teed and 


Copy te 1] 


mac hine 


| and unload—that’s all 
this GH miller! 


= 


£ KEAN stn R 


Achine 10015 





poor eyes 

U.S. Tool’s 
First off, the 
within a 
left 


apparentiy 


layout Is even worse 
entire ad is contained 
Stuck 


small 


red ribbon in the 


upper corner Is a and 


highly retouched cut of 


Where the eye 


any body ‘s 


1 
the machine voes 


next is guess: to the 
headline in a fancy type that Vogue 
probably thought was smart back in 
the 20's block of 


to a drawing 


to a solid 15-line 


copy under the cut 
in the middle of the page; to a bold- 
face block of text on the right-hand 
with another 15-line 


page (opening 


paragraph); or to the edge of the 
paper so a finger can turn it 

The divided be- 
tween Winter Brothers and Nation- 
Drill & Tool Co 


related 


next spread is 


al Twist which 


are companies and whose 


ads always together and 
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appear 


spread 


The 


coming 


Giddings & Lewis 


next is even better if for 
no other reason that there’s no colo 
in it. A single picture covers all of 
the left-hand page and extends onto 
the right Headline 


white 


and COp\ 
But 
with 


page 


are centered in space 


what a headline: “Maestro 


a 100 hp orchestra!” And what copy 


The 


dominates 


art, unfortunatel 


writers 


the information. 


Mailbag 


JG We ve 


dian 


Cana- 


past, 


done well by 


advertisers in the and 


will continue to take a look from 


time to 
r thos« 


time Incidentally, look 
ads you sent up copies 

is there anything in the open- 
ing paragraphs of any one of them 
really 


that grabs the reader by the 


throat and won't let him go? 


AM: We 


vertisi 


comment only on ad- 


addressed to business and 
industry Among the ads you sent 


addressed to business 


read the all-type 


q nevel 


Maestro... 
with a 100 hp orchestra! 


gt ermermes & LAwis 
G | tasers 100: ce 





the headline is co: 
pletely without hook and the typo: 
the tv 


powerful, indeed 


one hecause 


raphy is unhospitable; 
spreads are 
FW 


and 


Thanks for the surveyor ad 
congratulations on a 
that 


prove again that long copy will get 


very in- 


teresting series does indeed 


read 
WAA 


curacy 


tM ties 
Adapta- 


Don't like your ad 

Readability 
bility” aren't very exciting words b) 
Couldn't these feature: 


be somehow dramatized? 


MLM Thanks for the 


details and your surmise as to the 


themselves 


further 


reason for the ad’s success. 
GRC 
ALD 


Too junky. 


A real stopper. 


The Copy Chasers 





When you're talking to. 


the steel processing 


industry don’t miss the 


1,500 
A\THORITIES 


ach in 


FORGING 
HEAT TREATING 
STAMPING 
FORMING 
FURNACES 
WELDING 


KEY BUYING 


you can re 


Proce 


tin ge 


Youre talking to the steel processing in- 
dustry and you want to reach decision- 
makers— the men who buy or recommend 
the buying of products and services for the 
forging, heat treating, stamping, forming 
and welding industries. You want a busi 
ness paper where editorial policy insures 
intensive readership and caretul auditing 
prevents waste circulation. This business 
paper should provide thrifty and thorough 
COV crave ol the Cnormous steel proc essing 


industry. 


If these are your requirements, you can't 
afford to miss STEEL PROCESSING. the 


sShop-talking publication that: 


Reaches 7.500 key buying authorities 


the industry. 


Guarantees 


CCA audit 


Published by 


STEEL PUBLICATIONS, INC. 


4 Smithfield Street, Pittsburgh, Pa 
Phone: COurt 1-1214 





Member CCA 

The Engineering 

Yi eed Operating 

ie e Authority for the 


| Processor of Steel 
S S 1 a) Pittsburgh, Pa. 
* 


rag ¥ & Pen OF 





editorially 


Engineers Who Can Sell 

® Every year the country’s engineering schools 
turn out several hundred, and perhaps several 
thousand graduate engineers who are extremely 
unlikely to practice engineering as a profession 

A very considerable portion of them go into 
sales work, principally in the industrial field, 
where an engineering background is often helpful 
or indeed indispensable for salesmen. 

Most of the larger industrial companies and 
many of the smaller ones operate well integrated 
systems of recruiting engineers right out of college 
and giving them additional training in their own 
organizations, and this is true of the engineers 
who are destined for sales work as well as of 
those whose future seems to lie in actual engineer- 
ing work 

But schools and colleges which train engineers 
still refuse, by and large, to recognize the realities, 
as far as sales activities are concerned. Sales and 
engineering are two entirely separate and diverse 
occupations, they seem to say; our job is to train 
engineers, not salesmen 

And of course this is true. But even engineer- 
ing schools have been concerned for years with 
the fact that too many engineers seem inarticulate. 
They tend to have a lack of ability to write clearly 
or speak articulately, and these deficiencies have 
caused a good deal of concern among thoughtful 
engineering educators. Even though an engineet 
may have no intention of ever indulging in sales 
work, it is obviously important for him as well 
as for others to be able to communicate easily 
and effectively with the people he works with and 
for. He must be able to explain what he wants 
done, and he certainly must be enough of a “sales- 
man” to “sell” his ideas and conclusions to his as- 
sociates 

In many schools, some special emphasis has 
therefore been placed on the study of English, but 
practically nothing has been done to give real at- 
tention to salesmanship courses in the engineering 
curriculum. Here is an area in which industrial 
advertising and sales executives can do much to 
help. If they make it clear that a little sales train- 
ing on top of the engineering courses would make 
every school’s graduates more eagerly sought by 
industrial companies, and would tend to make the 


on-the-job training course shorter and easier, en- 
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gineering schools are sure to do the best they can 
to integrate such courses into their existing cur- 


ricula 


Business Paper Readership 

® There is a great and growing interest in busi- 
ness paper advertising readership studies, and 
INDUSTRIAL MARKETING has recognized this interest 
by publishing a good many articles on the subject, 
and by publishing a monthly feature based on 
Starch measurements of readership of business 
paper advertising. 

We have occasionally pointed out, however, that 
readership studies of business paper advertising 
are an excellent and important tool for the indus- 
trial advertiser, as leng as he recognizes them for 
what they are and does not accept them blindly 
and without question. We believe that it is worth 
while to point this out again. 

There are two elements in industrial marketing 
which make it important to evaluate advertising 
readership studies with great care. One of them 
is the fact that only a portion of any business 
paper audience is likely to be a prospect for a 
particular advertiser’s wares at any particular 
time. The other is that one reader may be ten 
times, or 100 times, or even 1,000 times as im- 
portant a potential customer as another. 

Readership studies are unable, at least at pres- 
ent, to tell exactly which people in a magazine 
audience read a particular ad. The assumption, 
of course, is that a fair cross-section is obtained, 
and that if, say, 30°). of the readers see a particular 
advertisement, that percentage will apply with 
reasonable equality to prospects and non-pros- 
pects, big prospects and little prospects 

But this is, in each individual case, only an as- 
sumption. No one knows for sure. And in at- 
tempting to raise readership levels, there is always 
some danger that copy which makes an excellent 
sales impression on good prospects but does not 
get high over-all readership, may be altered to get 
high readership and thus lose some of sales appeal 
for the readers who really count. 

Readership figures most certainly should not be 
ignored. But they should be recognized as a tool, 
and not as necessarily the complete answer to an 


advertising problem 











PVE atipiying mechanical power is easy when you 


use the ancient principle of the axle and the wheel. 
In 21 basic industries where motion is produced, 


transmitted or controlled, the “big wheels” who 


keep things moving are mechanical engineers. 


Manufacturers know that concentrated selling effort 
on these “big wheels” in buying and specifying 
produces important sales of materials, 


equipment and services. 


MECHANICAL ENGINEERING—the monthly publication 
—and MECHANICAL CATALOG—the year-long 

work book—enable you to concentrate your 

selling efforts on mechanical engineers. 

Together they multiply the selling power 


of your product in 21 basic industries. 


MECHANICAL ENGINEERING 


...the one publication that sells 35,000 
mechanical engineers exclusively, in 
industry after industry. 


Published by MECHANICAL CATALOG 
THE AMERICAN SOCIETY OF ...the one source-book that gives the 


15,000 most influential and responsible 
MECHANICAL ENGINEERS mechanical engineers the work-data 


29 W. 39th St.. New York 18. N.Y needed daily for product selection. 





Stan Smith ts 
manager of the 
apparatus adver- 
tising and sales 
promotion depart- 
ment of the General 
hlectric Company 
{ native of Terre 
Haute. Indiana, 
Vr. Smith began his 
career in Genera 
Llectric in 1935, 
shortly after his grad 
uation from DePauu 
U niversitv. In January, 
1952, Mr. Smith was 
named “Industrial Ad 
Van of the Year bh 
Industrial Marketing. Jy 
addition to his work wit 
the National Council of 
Churches, he is an active 
member of the Scotia-Glenivt 
board of education, and the publi 
relations committee of the \. 
State School Board Association 
He is a member of Phi Gani 
Delta, Sigma Delta Chi. Ph 
Beta Kappa and Blue kh 


3. Stantorad Smith 





“the advertising dollar sells hardest... 


e@eeoenereeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


in the publication that does the best job for its readers. It’s a 
fine thing to see both ABC and CCA members working 


harmoniously together in National Business Publications 


to increase the value of their magazines in both 


editorial and business departments.” 


Since April, 1951, NBP membership has 
been open to both ABC and CCA audited 
publications. During this period the 
“paid” and “controlled” members of 
NBP have worked together in harmony 
to build better values for readers and 
advertisers alike. 


This was a sound idea, and history has 


proved it—fast. In just 27 months NBP 


J. Stanford Smith 


has become the country’s largest business 
paper association, with 117 member pub- 
lications having a combined circulation 
of more than 3.400.000. 

Stan Smith's thought, that advertising 
doliars sell hardest where the best job is 
done for the reader, expresses the purpose 


of NBP 


growth, 


and the reason for its rapid 


NBP 


First for the Business Press 


NATIONAL BUSINESS PUBLICATIONS, 


WASHINGTON 5,D.C. = 


1001 FIFTEENTH STREET, N. W. ¢ 


The national association of publishers of 147 
technical, profe ssional, scientific, industrial, 


mere handising and marke fing Maga_lHes, 


having a combined circulation Of I 4442 


... audited by either the Audit Bureau of Cir 
culations or Controlled Circulation Audit, 


serving and promoting the Business 


STerling 3-7535 


{merica.. bringing thousands of 


specialized know-how and ad 


Pre ss of 
pages of 
vertising to the men who mate 
setences and 


decisions 
in the businesses, industries, 
.. pinpointing your audience 
your iW rite 


NBP publi ations 


profe SSIONS . 
in the 
for complete list a 


market of choice. 
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Thomas B. Haire 


You've Probably Met Him 


Today's intensive marketing demands that 
business press editors provide increased editorial 
research, analysis and interpretation, says Tom 
Haire, newly elected board chairman of Associ- 
ated Business Publications Mr. Haire also is 
president of Haire Publishing Co., New York, 
which he joined as a reporter 18 years ago 
You've probably met Tom Haire, for in his dual 
capacity he is an extensive traveler, attending 
well over 50 industry functions of one kind ot 


another each yea 


Joseph S. Hildreth 


The Last 40 Years... 


Joe Hildreth, president, Chilton Co., and chair- 
man of the board of National Business Publica- 
tions, has been in publishing since his first job 
on the Cincinnati Post. An interest in the 
fast-growing automobile business later channeled 
him into the business paper field with the result, 
he says, that “the last 40 years have been the 
happiest of my life.” Among the advantages 
he lists in business publishing: meeting and 


knowing top executives in the industrial and 


merchandising fields served by your publications 
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John F. Apsey, Jr. 


Marketing Man .. ager 


Everybody who’s anybody in industrial adver- 
tising knows Jack Apsey, who has guided the 
advertising program of Black & Decker, Towson, 
Md., as ad manager for the past 18 years. Late 
this summer he was named marketing manager, 
a position which now is keeping him busy over- 
seeing and integrating all phases of advertising 
and market development for the company A 
native of Virginia, Jack had been a sailor (World 
War I), a real estate broker and an agency man 
before joining Black & Decker in 1927 


Harvey W. Blankenship 


The Virginian 


Like “The Virginian” of the well-known novel, 
Harvey W. Blankenship is a man of varied tal- 
ents. In addition to his job as director of public 
relations and advertising for Universal Oil Prod- 
ucts Co., Des Plaines, Ill., Mr. Blankenship is a 
landscape gardner, fisherman and amateur artist 
A native of Virginia, he joined Universal eight 
years ago. He has been active in the Chicago 
Industrial Advertisers Association from the time 
the organization was known as the Engineering 


Advertisers Association 





GET YOUR SHARE Ke Ow 1 
Bigger Sales to the Textile Industry 


EVIDENCE HAS BEEN PILING UP in the last few months 
that textiles are on the upswing of a cycle. Larger 
income, bigger net profits, more people employed, 
orders plentiful with many into the first quarter of 
1954, and, best of all, definite resumption of capital 
investment in mill modernization. 
Mill men are more than ever anxious to install the 
CONE MILLS PROFIT IS 46% latest, most efficient machines, to use the best sup- 
OVER LAST YEAR plies, to set up the most effective money-saving meth- 
ods. “I can’t afford not to buy a device that does a 
better job than my present equipment” has been 
sincerely said in so many words by hundreds of mill 
Frecting $1 000,000 ee And they have the funds to act on that 
re ' philosophy. 
"vent at Seneca, >. * Suppliers to the textile industry can cash in on the 
<—— added stimulus toward modernization which next 
| vee year’s big American Textile Machinery Exhibition 
Profit in 1953 (Atlantic City, April 26 to 30, 1954) will provide. If 
.5 in 1952 you are exhibiting there, it is none too soon to let mill 
st Loss men know what you are going to show. As the show 
nears, readers will be studying every issue of TEXTILE 
: MILLS po Wor .p, making mental notes of what they are going 
PACIFIC “ to look for at the exhibition. If you are not among the 
oF 1ST HALF 0 ————— exhibitors, you can still benefit from the renewed 


————— 
SSS buying interest that is being aroused. 
it Advertisers, alert to these big movements in the 
Russell Mfg. Co. Sales Reach 


: textile industry, are stressing in their copy the most 
—— Highest Point in Its History vital selling points of their products or services. They 
Dan River ——— 


know there'll be plenty competition for the attention 
——=} of mill men during coming months. 
Reports Improved —S— ri However, vigorous coordinated sales campaigns 
Conditions — Forwat will pay off better than usual, for mill executives are 
gs an y Goods 


more than usually receptive. Make sure now that 
tures si 























Pepperell’s Sales and Profit 
Show Gains 


Jant 


eports 


R 
Bates pene 


Iii 


you get your share of textile’s $81 billion-a-year 
business. TExTILE WorLp is ideally situated to carry 
your sales message to the very men you must contact 
and influence to obtain orders. 

Your TW representative will gladly supply details. 
Call him in or write to TW’s home office 











FIRST in circulation 
FIRST in buying-power penetration 
FIRST in readership 
FIRST in advertising volume 


TEXTILE WORLD 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, WN. Y. 


“AS USEFUL AS ANY MACHINE 








CIRCULATION NOW OVER 13,000 


Read by more Western contractors 
and engineers than any other con- 
struction publication — national, re- 
gional or local! 


Where Construction Must Meet the Needs 
of 55,400 New Residents EVERY Month! 


Growing at twice the national rate, the West must provide water, 
sewage disposal, gas, electricity, schools, hospitals, public build- 
ings, homes, factories, offices, stores, streets, highways, and other 
vital facilities for the equivalent of a new “‘city’’ of 55,400 people 
every month. 


Natural factors create greater market for equipment 


The West's terrain is rugged, much of the area is arid, and dis- 
tances ave vast. It takes more equipment to build mountain high- 
ways, and to set up and maintain remote job-site facilities. It 
takes more equipment to construct water facilities in the high 
mountains hundreds of miles away from the consumer. 


High altitudes, heat and dust are tough on equipment, step up 
replacement rates, make BIG BUSINESS of Maintenance. 


How to get your share of this 
rich equipment market 


To reach the men who specify and buy for construction 
throughout all the 11 Western States and Alaska, put 
WESTERN CONSTRUCTION on your national schedule 








Facts and figures are yours for the asking . . . phone or 
write our nearest District Manager today! 





DISTRICT MANAGERS 


NEW YORK—Richord J. Murphy 
107-51 ~ 131st St., Richmond Hill 19 
Telephone JAmoico 9-265! 
CLEVELAND—Clifford E. Beavon 
3307 E. 149th St., Cleveland 20, Ohio 
Telephone Skyline 1-6552 
CHICAGO—A. C. Petersen 

3423 Prairie Ave., Brookfield, II! 
Telephone Brookfield 532 

SAN FRANCISCO—V. C. Dowdle 
609 Mission St., S. F. 5, Calif 
Telephone YUkon 2-4343 


A KING PUBLICATION LOS ANGELES—J. E. Badgley 


128 So. Mansfield, L. A. 36, Cal 
609 Mission Street, Telephone Webster 8-8512 
° . . PAC N. W Arthur J. Urbain 
San Francisco 5, California 609 Mission St., $. F. 5, Colif 


Telephone YUkon 2-4343 








KING also publishes WESTERN INDUSTRY and IMPLEMENT RECORD 





NIAA 


Chapter activities 
of the National Industrial 
Advertisers Association 





Reorganization plan launched 


Nine officials will coordinate 
NIAA operations under new plan 


OK'd by executive committee 


® BUFFALO. . A new organizational 
set-up has been established for the 
National Industrial Advertisers As- 
sociation by its new president, W. C. 
Sproull, advertising manager, Bur- 
roughs Corp., Detroit. 

The plan features appointment of 
nine coordinators of NIAA activ- 
ities. Each coordinator is a member 
of the NIAA executive committee. 
The purpose is to place full respon- 
sibility for committee functions in 
the hands of the association’s of- 
ficers, coordinate the activities of 
NIAA avoid 
duplication of function and effort 


national committees, 


and effect cooperation between 
committees. 

Under the plan, approved at the 
first meeting of the new executive 
committee, each committee of the 
association, with the exception of 
the autonomous nominating com- 
mittee, has been grouped into one of 
An ex- 


ecutive committee member has been 


nine “operational phases.” 


assigned to coordinate the work of 
the committees in each of these nine 
thus be able to 
guide the work of those committees 


groups, and will 


which have functions in similar or 
overlapping fields. 

The operational phases announced 
by Mr. Sproull, and the executive 
committee member who will co- 
ordinate each, follow: 
Arne J. Oker, 


Administrative: 


American Optical Co., Southbridge, 
Mass. Canadian Relations: Frank 
Wright, Cockfield Brown & Co., 
Montreal. Fiscal: Kent S. Putnam, 
G. M. Basford Co., New York. Pol- 
icies: J. A. Duvall, A. O. Smith 
Corp., Milwaukee. Media: Henry W 
Tymick, Buchen Co., Chicago. In- 
ternal interests: J. Whitford Dolson, 
Hercules Powder Co., Wilmington. 
External relations: Robert C. Myers, 
U.S. Steel Corp., Pittsburgh. De- 
velopment: Arthur W. Cowles, The 
Carborundum Co., Niagara Falls. 
Western activities: Winston McCal- 
lum, Douglas Fir Plywood Assn., 
Tacoma. 

Introducing the new strong ex- 
ecutive policy, Mr. Sproull made it 
clear that there would be no inter- 
ruption in any worthwhile projects 
already under way, but that com- 
mittee chairmen would be asked by 
the individual “operational group” 
coordinator to integrate their plans 
with those of other cornmittees in 
the same group where feasible 


NIAA, Leo Burnett, ‘Iron Age’ 
do fast job on conference 


. One of the fastest 
membership service jobs in many 
years with the 
mid-August mailing to NIAA mem- 
bers of printed and bound reports 
of proceedings of the Pittsburgh 
Conference that had taken 
less than 60 days earlier. 


@ NEW YORK 


was accomplished 


place 


Preparations began last Spring, 
when the Leo Burnett Co., Chicago, 


was engaged to do a thorough re- 


news 


National headquarters * 
William C. Sproull, president 
Blaine G. Wiley. ex: 


portorial summary of the various 
sessions. Typed copy was offset by 
the publishers of Iron Age, and the 
80-page book was plastic bound in 
its two-color cover by the same or- 
Simultaneously, NIAA 


headquarters arranged for the spe- 


ganization, 


cial envelopes needed, and handled 
mailing details. 


1954 Montreal NIAA conference 
gets its first reservation 


® BUFFALO . . The first reservation 
is already in for attendance at the 
Montreal conference, NIAA’s 32nd, 
to be held next June, executive sec- 
Blaine G. Wiley told the 


committee at its first 


retary 
executive 
meeting 
It was made by a member whose 
management sat in at some of the 
Pittsburgh sessions, and was so im- 
pressed with them that he immedi- 
ately directed his ad man to “be 
sure to attend the next one, too.” 


NIAA members to ask 


management about Lasser plar 


.. NIAA members have 
been asked to go to work on behalf 
of the “funded 


presented by tax 


@ BUFFALO 


reserve” tax plan 
specialist J. K 
Lasser at the annual conference in 
Pittsburgh 

They have been asked to find out 
what their management thinks 
about the plan. 

Acting on instructions of the 
NIAA executive committee, the as- 
sociation has sent a letter to every 
NIAA member asking that he pre- 
sent the essentials of the proposal to 
his own top management, as well as 
leaders in his 


to other industrial 


home area, to find out what they 
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think of it, what suggestions they 
have to help enact it into law, what 
objections they may raise. 

All this information, reported lo- 
cally to chapter representatives who 
make up the NIAA board of direc- 
tors, will then be available when the 
full board meets in Chicago Sept 


18 to discuss the plan. 

The plan _ suggests 
present tax laws to permit a com- 
pany to invest 5% of its sales vol- 


changes in 


ume in any one year in non-interest 
bearing government bonds, without 
payment of tax, provided that the 
money were subsequently used for 
advertising and research purposes. 

Over the summer months, meet- 
ings were held between tax expert 


J. K. Lasser, NIAA executive sec- 
retary Blaine G. Wiley, and other 
association leaders to work out con- 
crete proposals for sparking an or- 
ganized campaign leading to enact- 
ment of the desired changes in the 
tax set-up. 

The executive committee’s action 
here is the first direct result of sug- 
gestions flowing from those meet- 
ings. 





Sproull urges membership drive 


Asks individual members 
to support it as means 
of financing greater service 


{The new president of the National 
Indusirial Advertising Association 
believes that the first aims of NIAA 
in the coming year are to strengthen 
its services to members and to in- 
clinical 
How he 


proposes to achieve these aims is 


tensify educational and 


training within chapters. 


presented here in a statement of 
NIAA policy written exclusively for 
INDUSTRIAL MARKETING. | 


By W. C. Sproull 


I NTA RK 
rresider NIAAA 


@ AMONG THE scores of letters and 
telegrams received by the newly- 
elected officers of NIAA since the 
Pittsburgh conference, the most in- 
spiring were those commenting up- 
on the tremendous growth of the 
National Industrial Advertisers As- 
sociation, and the position it has at- 
tained as a potent factor to help 
business and the nation adjust to 
cutbacks in federal expenditures o1 
other economic changes. 

They indicate that industrial ad- 
vertising men are recognizing more 
and more the importance of looking 
at marketing problems through 
management's eyes and sharing with 
management the responsibility for 
objective guidance in defining mar- 
keting goals, developing plans and 
appraising results. 

These factors are extremely im- 
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portant right at this time when in- 
dustry is facing the possibility of 
further 
return to creative selling and the 


economic adjustments, a 
likelihood of adapting its marketing 
programs to new sets of conditions. 


But this is a challenge of oppor- 
tunity to those who recognize our 
responsibility to be business men 
first .. advertising technicians sec- 
ond. And to most of us the changes 
in plans, techniques, schedules or 
operations that we will employ will 
be comparable to those we, and our 
fellow NIAA members, have em- 
ployed in the past in featuring new 
products, invading new markets, 
sharing the growing pains of new 
companies or introducing new proc- 
esses. 

Certainly the older ones of us 
have long since learned that as 
business men we must be prepared 
when markets 


to act consumer 


tighten to take up slack if and 
when cutbacks of sales or defense 
contracts affect plants and mills 

assist in planning and introducing 
new products . . exploring possibili- 


ties for invading new or more 


profitable markets. Those are con- 
tinuing responsibilities that can on- 
ly be met by thinking in terms of 
Those are 


demonstrate to 


management objectives 
opportunities to 
management that advertising is a 
flexible marketing tool that can be 
fitted to do 


what is required at the time. 


fitted to the occasion 


NIAA members have long been 
aware that with marketing condi- 
tions continually changing, distri- 
bution remain 
static. 


techniques cannot 
And with the problems of 
change always with us, there is con- 
stant need to study the effectiveness 
of varying advertising techniques in 
helping to move goods under chang- 
ing business or economic conditions. 

It is this constantly growing need 

an inspiration to many previous 
administrations in NIAA . . that en- 
courages our newly elected NIAA 
officers to broaden member services, 
chapter program cooperation and 
educational activities among mem- 
ber companies and educational in- 
stitutions. 

Before accepting the responsi- 
bility as president of NIAA for the 
current year, I drew upon the ex- 
perience of previous administra- 
tions, upon the recommendations of 
retiring and new chapter presidents, 
and upon the aspirations of many 
younger men in different chapters. 
From this data it seemed evident 
there was definite need to continue 
to promute, encourage and expand 
the numerous activities which have 
been responsible for the growth in 
NIAA membership and stature. 

But it was likewise clear that ef- 
fort might well be strengthened in 
(1) services to members and_ to 
chapters (2) educational and clini- 
chapters (3) 


educational programs in schools and 


cal training within 


colleges, and (4) inter-association 
contact and public relations 

There is within NIAA a tremen- 
dous amount of know-how which 
can form the basis for chapter or 
school lectures, for member bul- 
letins and exhibits for member use. 
NIAA has access to the choicest 
examples of advertising, promotion- 


AA 
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WELCOME TO A 


Phere’ the Hospitality Committee, ready to take 
you in tow at your first NIAA meeting. What’s on for tonight? 
Maybe a round table on direct mail. Or a panel discussion of 
the smartest ways to present an advertising budget. Or a talk 
by a research man to give you ideas on copy techniques. 

You'll rub shoulders—and make friends with—fellow 
advertisers, agency men, representatives of media and the 
graphic arts. That’s because every group with a stake in 
industrial advertising has something to contribute, and 
something to gain, from NIAA. 

How about you—going it alone? You'll go a lot farther, 
faster, when you can draw on the help, experience, and 
friendship of this business-like team. Send that coupon today, 
and get the full story on NIAA. 


e 


NATIONAL INDUSTRIAL 
tS 
ih --er ADVERTISERS ASSOCIATION 


iIMOUSTMIAL 
ADVERTISERS 
atin 


The Advertising Man's Best Buy! 


NIAA ... the largest individual membership 
advertising Organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 433 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Got the whole ators ! 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 

Please send me a copy of the booklet “If You 
Sell co Industry”, describing what NIAA has to 
offer me, plus list of chapter locations. 

Name 

Title - 

Company 

Nature of business 
Address 

City 
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al and marketing techniques in the 
vast array of material presented for 
It has 
evidence 


judging of awards each year 
excellent examples of 
documented to convince manage- 
ment of the importance of industrial 
advertising as a marketing tool for 
moving industrial goods 

The reproduction and distribution 
of this material for chapter, indi- 
vidual member or schoo! purposes, 
like all other activities and member 
services, naturally require man- 


And while 


we look forward eagerly to the day 


power, time and money. 


when headquarters, in addition to 
supervising this work, will also se- 
lect, reproduce, and distribute this 
material for various purposes, we 
know we must await the day when 
we can afford an enlarged staff and 
cost of such a worth while project. 

But awaiting the day does not 
imply doing nothing meanwhile 
Rather it means selecting portions 
of the job that can be started in a 
modest way either by committees 
of volunteers or as chapter projects 
It will mean in some instances, for 
the present at least, asking adver- 
tisers to supply extra quantities of 
their usable material to provide an 
adequate number of copies for cer- 
tain requirements 

As these services become known 
to members and non-members, or 
their importance can be brought to 
the attention of advertisers, agen- 
cies, publishers and others, it is 
anticipated that there will be a de- 
finite increase in membership, either 
employes of 


through additional 


companies already represented by 
one or more members, or by at- 
tracting members from companies 
not previously represented in NIAA 
If that 


proves to be substantial, the addi- 


increase in membership 
tional revenue can be plowed back 
into salaries, reproduction and dis- 
tribution costs of member and chap- 
ter services 

The increase can be substantial 

far ahead of the 339 new mem- 
bers enrolled last year if each 
member will make it his responsi- 
bility to describe to fellow industrial 
advertisers and to industrial man- 
agement our efforts, through group 


activity, to complete projects im- 
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possible of individual accomplish- 
This task is not difficult. It 
easy when chapte: 


ment. 
has proved 
members look about them for ad- 
vertisers and agency men keenly 
interested in industrial advertising 
and creative selling, who have been 
completely overlooked or only par- 
tially informed of the importance 
of our program to the future of 


industrial marketing 


Gain . . By special committees the 
executive committee of NIAA is 
energetically studying procedures 
whereby we can gain these objec- 
tives. Their exploratory efforts at 
the present time are being directed 
to determine how much can_ be 
done now, how it can be financed. 
how much may necessarily be post- 
poned for undertaking in months to 
come. And in conjunction with this. 
a special committee has been ap- 
pointed to study the dues structure 
of numerous other associations, as 
well as our own, with a view to 
recommending any changes _ that 
might seem advisable in the dues 
structure and budget procedure of 
NIAA 

We, of the executive committee, 
realize that none of the problems 
now being studied or any phases of 
the expansion program are new to 
long-time members or former ad- 
ministrations of NIAA. 

From time to time since the in- 
ception of NIAA the then current 
administration has tackled one o1 
all of these 


more possibly 


problems. Each of my predecessors 
has no doubt been hopeful that he 
would accomplish much. The cumu- 
lative total of their work has been 
a decisive factor in bringing NIAA 
to its present high standing, its 
notable services to its members and 
to industry and its membership to 
the all time peak, now exceeding 
4.100 members 

We recognize that by the time the 
executive committee meets, formu- 
lates courses of action on those seg- 
ments of the expansion program to 
be undertaken this year, and then 
submits these to the first meeting of 
the new board of directors in Chi- 
cago Sept. 18, one quarter of the 
current fiscal year will have gone 
by. In the quarter following it will 
be necessary to take further steps 


in organizing procedures for follow- 


ing through with the program. Thus 
it is likely that little in the way of 
final results will be evident during 
the entire fiscal year. 

But if we have under way at that 
time a program that has the full 
concurrence and aggressive leader- 
ship of the executive committee and 
board of directors, we believe that 
there will follow a consistency of 
aims and purposes for the next two, 
three or more years that will lead 
to a successful expansion program 
that will win for NIAA an accept- 
ance among members, prospects and 
industry in general that will estab- 
lish it as an important leader in 
marketing circles of the nation. 

It is naturally my hope that these 
potentials in NIAA growth can _ be 
implemented into action with all 
possible speed and that some of the 
results might accrue to the present 
administration. But we are more 
concerned that they be conceived 
soundly, launched and allowed to 
progress as fast as our time and 
manpower will permit. Then, the 
little we can do this year will be 
compounded by the accomplish- 
ments of the next administration, 
and the next. and the next. 2 


Pangman elected president 

of St. Louis chapter of NIAA 

. C. Sewell Pangman, 
account executive and media direc- 
tor, Oakleigh R. French & Asso- 
ciates, has been elected president of 
the Industrial Marketing Club of St. 
Louis for the 1953-54 term. 

Mr. Pangman has been associated 
Oakleigh 
R. French since 
1936 Previous 


to that time he 


@ ST. LOUIS 


with 


was advertising 
manager for the 
Vercantile-Com- 
merce Bank and 
arust Co. St 
Louis, and be- 


Pangman 


fore that was editor and business 
manager of a depression born pub- 
lication . . “The St. Louis Review.” 

Officers who will serve with Mr. 
Pangman include Walter W. Dan- 
nenmaier, assistant sales promotion 
manager, Wagner Electric Corp., 
vice-president: Bert Menke, Menke 
Printing Co., secretary, and Henry 
McInerney, advertising 
Century Electric Co., treasurer 


manager, 





everyone’s talking about... 





_ and the increasingly important roles played by research 
and analytical chemists in America’s laboratories, especial 
ly in the specifying and buying of research, analytical and 
plant control instruments, laboratory equipment and ap- 
paratus, reagent and research chemicals, and component 


parts for instruments 


Youll soon be talking about the wonderful sales results 
when you direct your products advertising to these men 
in ANALYTICAL CHEMISTRY, the meeting-place of 
the hard core of important buying factors in the 
$3,000,000,000 research market. They read ANALYTI- 
CAL CHEMISTRY because it 1s the only magazine that 
provides them with technological data about the latest 
developments in their highly specialized field . . . and 
these developments appear on both the editorial pages 
and the advertising pages. That's why more and more 


advertisers are learning that— 


ANALYTICAL 
CHEMISTRY 


sells the 3 billion dollar 


research market 





An AMERICAN CHEMICAL SOCIETY Publicauon 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO e CLEVELAND e¢ SAN FRANCISCO e¢ LOS ANGELES ¢ SEATTLE e¢ DENVER ¢ DALLAS 
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The textile industry 
is a BIG and 





ACTIVE market 





y 
Tue TEXTILE INDUSTRY in the United 


States operates 6,514 plants with over... 


595,000 Looms 
125,000 Spinning Frames 
(31,153,124 Spindles) 
100,000 Cards 

Thousands of Pumps, 
Compressors, etc., — a total 
of over 1,500,000 major 
machines with 800,000 Motors. 


To give suppliers a more detailed under- 
standing of the scope and importance of 
the market, TEXTILE INDUSTRIES has 
prepared detailed studies of a number of 
mills showing installed machinery and 
annual purchases ...a T. I. representative 
will gladly go over this with advertisers 


interested in the market. 


Selected annual purchases of two typical 
mills are... “MILL A”, with 56,000 spin- 
dles and 1,400 looms: Paint, $78,069 ; 3,300 
gallons lubricating oil; 1,472 flourescent 
light tubes ; 33,694 lb. of cup grease; pack- 
ing materials, $70,196; electrical supplies, 
$50,610; Loom Repair parts, $49,389 ; Toil- 
et Tissue $1,465 and 22,526 pencils. “MILL 
B’’, Dyeing and Finishing including mer- 
cerizing and sanforizing: Caustic Soda, 
$173,865; Dyestuffs, $439,498 ; 427,584 Ib. 
reducing agents; 117,410 lb. 
agents; 744,080 Ib. salt; bleaching agents, 
$108,338, ete. 


wetting 


Why not ask us for figures on machinery 
equipment or supplies which you are par- 


ticularly interested in? 





Textile Industries sells the textile industry 


American textile plants have brought op- 
erating efficiency, machine speeds and 
production to a high point hitherto un- 
known to an age-old industry. Textile mill 
engineers, testing and research organiza- 
tions, textile and industrial machinery 
manufacturers, equipment and_— supply 
manufacturers, and textile publications 
have all cooperated in establishing a major 
portion of the world’s textile production in 
the U.S. A. 

TEXTILE INDUSTRIES has been and is an 
important factor in the development of the 
industry. Founded in the heart of the 
Southern textile area 54 years ago, it has 
continued to concentrate on manufactur- 
ing and production problems. Throughout 
the vears T. I. has offered readers a prac- 
tical medium for interchanging ideas on 
materials, methods and equipment. 
TEXTILE INDUSTRIES is a general textile 
publication dealing with: 
Spinning—Covering 97 of U.S. spinning 
mills with 99.8% of the spindles. 


Weaving—Covering 91‘ of the weaving 
mills and 99.6% of the looms. 


Knitting—Covering 82° of the knitting 
mills with 97% of the knitting machines 
and offering more operating information 
than even strictly knitting publications. 


Dyeing, Bleaching and Finishing—Reach- 
ing not only officials and superintendents 
but also dyers, chemists and finishers in 
90% of the plants with 95% of the pro- 
duction and featuring more editorial mate- 
rial on wet processing than any other 
general textile publication. 


TEXTILE INDUSTRIES and only TEXTILE 
INDUSTRIES offers advertisers this com- 
bination of unit coverage plus the buying 
power penetration that is necessary to 
serve this big and active market. 


TEXTILE INDUSTRIES,806 Peachtree Street, N. E., 


Atlanta, Georgia 





Service Plus Sell. . 


catalog pages with reprints 


Keep a lookout 


for customer-service opportunities 


@ Copies of ICC regulations were scarce 


e So Berg published 50,000 copies for customers 


a Result .. demand so great, supply’s exhausted 


Chicago 


has provided a service for the moto1 


® BERG MFG. & SALES CO., 
carrier industry and has got its 
product catalog into the hands of po- 
tential buyers at the same time 

The opportunity came when Joe 
Berg, company president, learned 
that many truck fleet operators were 
complaining that they couldn't get 
copies of the Interstate Commerce 
Commission's Safety Regulations 
The regulations, revised on April 
14, 1952, became effective July 1 

Berg manufactures tractor-traile: 
connectors, trailer lighting cables 
and other motor carrier equipment 
in which safety is an important 
factor 

To Joe Berg the opportunity was 
a “natural.” His company manu 
factured safety products for carriers 


The ICC had revised its motor car- 
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rier safety regulations a revision 
with teeth in it, too More than 
100,000 carriers in the U. S. were 
clamoring for copies of the regula- 


tions, although the ICC had only 


5,090 bulletins available, most of 


them in the hands of government 
field men 

Why shouldn't 
the need? 


Off to Washington went Joe Bere 


3erg Mfg. Co. fill 


where he got permission from 
the ICC to reprint the regulations 
The result was a 136-page book 
permanently bound with a long last- 
ing cover to allow for everyday 
reference The first 22 pages of 
the book included catalog-type de- 
scriptions of Berg products (headed, 
“All Berg products comply fully 


with all ICC regulations’) the 


emaining 114 pages were actual 
reprints of the ICC regulations 
An initial printing of 50.000 was 
offered direct to carriers through 
Berg distributors and dealers. The 
response was immediate in some 


cases government officials them- 
selves asked for copies 

Companies who asked for the 
book with their imprints and in 
quantities of 500 or more included 
White Motor Co., Cleveland; Dia- 
mond Tea Co., Detroit; International 
farvester, Chicago; A. Wrenn & 
Sons, Inc., Norfolk, Va.; Mutual 
Truck Parts Co., Ine., Chicago; 
Harval Truck Equipment, Los Ange- 
les; Knorr-Maynard, Inc., Detroit; 
Kay Wheel Sales Co., Philadelphia 
and Safety Sales & Service Corp., 
Harrisburg 

Among these, International Har- 
vester ordered 12,500 books spe- 
cially bound in plastic to meet ‘spe- 
cific company requirements 

An original mailing went to key 
people in the carrier industry, safe- 
ty directors, executives, original 
equipment manufacturers, insurance 
companies working with the indus- 


With the mail- 


explaining the 


try and attorneys 
ing went a lette: 
book and offering more copies on 
request 

In addition, Berg carried ads of- 
fering the book in Bus & Truck 
Transport, Commercial Car Journal, 
Fleet Owner, Go Magazine, Mary- 
land Motor Transport, Power Wag- 
on, Southern Motor Cargo, Trans- 
port Topics and Transportation Sup- 
ply News 

To take care of supplements to 
or changes in the ICC regulations, 
a return business reply card was 
included in each book, offering on 
receipt of the card to forward all 
additional ICC 
Thus far, one four-page 


releases free of 
charge 
reprint of supplemental material has 
been printed and forwarded _ to 
holders of the book by the Berg 
company and another reprint is in 
process. Each of the supplements 
was printed in quantities of 20,000 
and requests are being received 
from throughout the United States 
and Canada 

The book remains in demand and 
at this writing an additional 14,000 
books have been ordered 

Berg’s agency is the Schram Co., 


Chicago 











The Ability to Ask the Right Questions! 


THERE was a famous Greek Philosopher. His name was Aristotle and 
among the other things he said was this: “It is much more difficult to 
frame a question than to get the answer.” He probably said it quietly one 
morning to Mrs. Aristotle. 

To frame a pertinent question, something about the subject has to be 
known. Pertinent questions that lead to usable answers come only with 
experience. 

The staff of Russell T. Gray, Inc., knows how to ask the right questions. 
Here is a measure of ability that saves time. it is a measure of experience 
that could come only through years of devoting our entire efforts toward 
the selling of products to Industry. It is a measure of the understanding 
of the sales problems that face the machinery manufacturer, the chemist, 
the contractor, the engineer —the problems of all of those people who 
must move their goods and services into industrial channels. The right 
questions lead into channels of the imagination and develop ideas. An 
outfit that can’t ask the right questions doesn’t know its job! 


Russell T. Gray, Inc., brings you a different approach to the agency and 
account relationship. Here you will find an organization that has proved its 
ability on some of the country’s leading industrial accounts — an organiza- 
tion that is large enough to provide a fully rounded out, comprehensive 
service, yet small enough to assure the personal interest of its executives. 


If you have an advertising problem we would like to tell you more 
about ourselves. 


RUSSELL T. GRAY, INC. 
tl 


205 West Wacker Drive, Chicago 6, Illinois 


Telephone CEntral 6-7750 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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Splash .. A live | 


PROTECTION 
Against Dewntime... 


THANKS TO BATTERY POWER! 


GOULD Wousreac Barreries 








Animals .. real ones. . identify 
Gould with customer benefits 


® FINDING a constant supply of fresh 
sea water for a 350-lb. turtle is a 
problem that may seem remote from 
the industrial advertising man’s nor- 
mal business tasks, but that’s just 
one of the obstacles that James S 
McCullough, sales promotion man- 
ager of Gould-National Batteries, 
Inc., Trenton, has had to hurdle to 
keep his current animal tie-in pro- 
motional campaign running at full 
speed 

While the use of pictures of ani- 
mals in space advertising is not new, 
Gould has taken the additional steps 
of working out a full-fledged mer- 
chandising campaign around its ads 
by supplying its salesmen with ma- 
terial to focus the attention of pros- 
pects upon each month's ad. The 
campaign, which began in May, runs 
in about 15 business publications. It 
will continue for a full year, with a 
change of theme, and a change of 
animal tie-up, each month 

McCullough supplies his field staff 
with a sales letter, on a monthly 


basis, to which are attached reprints 
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of Gould’s business paper ads sched- 
uled for insertion during the month 
to come. Also enclosed are a set of 
embossed gummed labels, bearing a 
reproduction of the animal to be 
featured during the month, for at- 
tachment to letterheads used by 
salesmen in their correspondence, 
and a lapel button carrying out the 
The letter itself out- 
lines the theme for the month, and 


same theme 


keeps the sales staff up to date on 


Gould’s_ participation in various 
trade shows and exhibits 

Each animal, of course, is chosen 
with a view to the manner in which 
its known attributes can be allied to 
the characteristics that the manu- 
facturer claims for his product. Fol- 
lowing the opening of the campaign 
with an “unmatched dependability” 
St. Bernard who made a _ personal 
appearance at the Materials Han- 
dling Exposition in Philadelphia 
(IM, July), Gould decided on a 
“positive protection” turtle for its 
June promotion. Using the sales 


slogan “Hardtop hits the road for 


you in June,” McCullough went all 
out to exhibit a live sea turtle at the 
Association of American Railroads’ 
exhibit that month 

First came the problem of finding 
a turtle and its owner . . both agree- 
able to the exposition idea. After 
much searching, arrangements were 
made with the Philadelphia Aquar- 
ium, provided that Gould took care 
of all necessary details. Locating a 
tank large enough to hold the nec- 
essary several hundred gallons of 
sea water became the next majo! 
problem, and when none was found 
to be available, it had to be specially 
constructed for the job 

Next came the sea water problem, 
and the discovery that the only 
place in Atlantic City where such 
liquid was easily available (except 
in the ocean, of course) was at the 
Haddon Hall Hotel. So, 


ments had to be completed to trans- 


arrange- 


port the water to Convention Hall 
to be ready for the turtle when he 

or she Meanwhile 
the turtle had to be transported to 


arrived 


the exhibit site on his back in a 
dry tank, a task that required some 
speed and much care 

“Once in the exhibit,” said Mr. 
McCullough, “we thought our prob- 
lems were over, but we soon found 
that a water change was necessary 
for visibility. This was needed 
twice during the week, which meant 
transporting the entire tank and 
turtle to Haddon Hotel and return 

A “brute strength” elephant fea- 
tured the July promotion, and Ma- 
bel the 
theme of “extra capacity” during 
August, but fortunately for McCul- 
lough 


Kangaroo publicized the 


Gould took no part in any 
trade shows during those two sum- 
mer months! 

The tie-in 
letterhead stickers and lapel but- 


technique, with its 


tons, is attracting considerable at- 
much _ talk 


among Gould’s customers and pros- 


tention and causing 
pects, but the sales promotion man- 
ager is not letting his salesmen for- 
get their role in making the most 
of this 


“kangaroo” letter to his sales staff 


widespread interest. His 


concludes with these words: 

“And don't let Mabel do all the 
work wear the pin use the 
seals do some hopping yourself!” 

® 





a BIG Boss behind the huge mahogany, the 
medium-sized boss pushing a fleet of bull-dozers, 
the would-be boss up in the ironwork, and the little 
bosses all over the country —they face a load of 
problems other than how to push a slide rule or 
drive a rivet. 


“What's the union going to do?”’,““What’s the best 
way to finance new equipment?”, “What doI have 
to report to Washington?”, “What do bricks cost 
in Boston?” — these are just as important to the 
boss today as “How much stress will that girder 
take?” 


little b 
itt € osses The busy boss in building today needs fast, concise, 


—-=" Jucid coverage of all the forces and factors that 
make construction tick. Engineering News-Record 
is the only publication that supplies it to him — all 
in one package, every week. That’s why you'll find 
bosses of all sizes and shapes and titles reading it. 


And remember, many bosses have a finger in every 
construction purchase. Engineering News-Record 
reaches more of these bosses who select, specify 
and buy than any other advertising medium. 


in construction, 
it takes many bosses to make one purchase 


aNCINASINC 
NEWS-RECORD 
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employe communications 


public relations 


by Robert Newcomb 
and Marg Sammons 


Don't Forget. . 


re 


Sun Oil uses an exhibit 
to further employe relations 


® AT A PRESS PREVIEW of a new 


technical laboratory recently, the 
president of the company was mov- 
ing affably among the hardware, 
pointing out to the newsmen. the 
interesting features of the installa- 
tion. The scriveners were dutifully 
recording the information when one 
of them injected a casual question 
that almost unplugged the proceed- 
ings 


“When.” he 


‘do you plan to show this to your 


inquired guilelessly, 
employes?” 


Now the fact of the matter is that 


the president had made no plans to 
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show the laboratory to his employes, 


nor had any of the people on the 


administrative floors thought of it 
A random inquiry or two out in the 
plant would have certainly revealed 
that the employes were intensely 
curious about the laboratory, and 
would 


that practically everybody 


appreciate a look at it. Apart from 
a few formal photos to be shown in 
the employe paper, however, the 
laboratory was strictly iron curtain 

This isnt an unusual situation 
Something very much like it hap- 
pens about five days of each week 


It's because modern management is 


Industry’s relations with 
Employes/Stockholders 
Distributors/ Suppliers 


Neighbors 





oversensitive to the external market 
and cares too little about the pulse- 
beats within the gates. 

It is heartening to record that 
employes rate high on the list of 
visitors at a new company exhibit. 
opened within only the past few 
weeks in Philadelphia. This project. 
which has been watched with in- 
terest by many both in and out of 
the petroleum industry for the past 
two years, is an impressive and 
educational display carpentered by 
the Sun Oil Co. It is a permanent 
exhibit called “Oil Serves America,” 
housed in Philadelphia’s Franklin 
Institute, and to it the public is 
Clearly, the 


exhibit has great public relations 


cordially welcomed. 
value, in presenting worth while and 
up-to-date industry facts to the 
people. But it has a comparable 
utility in employe relations, because 
Sun has seen to it that company 
employes have an early, thorough 
look at it. What Sun has done, many 
other companies can and should do 

Practitioners in public relations 
at the community level might ap- 
preciate a few of the highlight facts 
about this venture, which has a 
strong double-barreled appeal to 
employes and public alike. It was 
planned in connection with the com- 
pany ’s own continuing program of 
cooperation with educators. Created 
primarily to encourage a fuller ap- 
preciation of our industrial system. 
the exhibit tells the whole story of 
oil in a graphic, well-dramatized 
fashion. The exhibition is a self- 
contained, air conditioned unit 
covering 2800 feet on the first floor 
of the building. Within it are twelve 
separate exhibits, using a variety of 
modern devices in visual educatior 

including models, dioramas and 
animated diagrams. The exhibit in- 
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The Directory 
of American 
Industry 


A | BLUE 
ac BOOK 
A questionnaire enclosed in the 1953 issue was signed and returned 
by 4,491 individual executives, 84% of whom stated they used 
MacRae’s Blue Book “exclusively” or ‘‘principally” in their selection of 
suitable supply sources. Old copies are passed on to other officials in 


90.8% plants, thus adding years of life to your advertisement in 
the Blue Book. 


This One-Book daily working preference among more than 18,500 
important executives who buy and specify equipment and supplies 
insures maximum readership to an advertisement in MacRae's. They 
like its accuracy, completeness, accessibility of data and convenience. 


It's time to reserve space in the 61st Annual Edition—closing date, 
December 1 5th. Send for folder ‘Feast Your BUY-FOCALS” 


Another Worthwhile Marketing Fact: 


MacRae’s Blue Book has more circulation than the other old established 
buying guide in 34 states. With so many plants springing up in the 
hinterland you can better reach these expanding industries in MacRae’s 
Blue Book. 


oe As Compiled by Statistical Tabulating Co 


You Also 
Need MacRae's 


MacRAE’S 2. 


18 East Huron Street, Chicago 11, Illinois 





cludes a theater seating forty, for 
the screening of industrial films and 
for meetings of small groups. 

Sun put across its technical in- 
formation in a comfortably non- 
technical way. In industrial exhibits 
geared to appeal to a non-scientific 
public, companies frequently make 
the mistake of turning over the su- 
pervision of the project to a degree- 
burdened engineer. This conscien- 
tious and _ painstaking individual 
generally can be counted on to pro- 
duce something technically exact 
but spiritually depressing. The Sun 
people took human beings into ac- 
count, and it’s a tip for builders of 
general public exhibits of all types 

The Sun exhibition is launched 
with the Drake well . . the first oil 
well. Its second phase is the origin 
of oil . . searching for oil, and while 


the geological formations might 
sound formidable to reproduce and 
uninteresting for the public to ex- 
amine, the exhibit-builders have 
made them highly presentable. Step 
number three depicts oil well drill- 
ing, and here the natural glamor of 
the industry begins to register it- 
self. Visitors see modern methods 
of drilling, and the principal feature 
is an operating model of a rotary 
rig, the most widely-used method 
of the present day. Actual drilling 
bits are also shown, and four trans- 
parencies depict methods of under- 
water drilling. Descriptive text 
points out that the geologists can 
only indicate where oil may possibly 
be found . . they can issue no guar- 


The only 


way to prove the existence of oil, 


antees that it is there 


the exhibit suggests, is by drilling 
and finding it. Diagrams here illus- 
trate the point that great financial 
risk is involved in exploratcry drill- 
ing, for in areas where oil has not 
been found before, only one out of 
every nine wells drilled strikes oil 

Producing and conserving oil is 
the next theme, and a model of a 
Also 
which 


pumping well is shown here. 
shown is a “Christmas tree,” 
oilmen all recognize as an arrange- 
ment of valves and pipes controlling 
The public 


and company employes are able to 


the natural flow of oil 


see that this device represents the 
end of the wasteful days of oil pro- 
duction when gushers were allowed 
to flow wide open. When the visitors 
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watch the pumping well, they are 
reminded of the fact that pumping 
conserves oil by producing as much 
as possible from each well before it 
is abandoned. These and _ similar 
lessons in free enterprise are not 
lost upon watchers. 

Natural gas is depicted and its 
uses illustrated. One section shows 
the flow from oil well to refinery, 


and another displays the useful 
products of petroleum. Still another 
shows the steps involved from re- 
finery to consumer. Research and 
engineering rate a special section of 
their own. The company has ar- 
ranged an excellent display of end 
products based on the character of 
in the home and factory, 


ntinued or ige 15¢ 


the use. . 





Communications man of the month. . 


If you can't lick ‘em, make ‘em 


laugh it off . . his credo rarely fails 


Fred Smith . . Gruen 


@® WHEN FRED SMITH Was a person- 
nel director in a Midwest industrial 
plant some years ago, a square- 
shouldered union steward with a 
chip on each shoulder blasted his 
Smith’s office. Smith 


soothed him long enough to get a 


way into 


fairly articulate story out of him. 
Then, with great patience, Smith 
invited the outraged steward to tell 
his story again, so Smith could get 
all the facts straight. Then, just to 
make sure that he had missed no 
detail, Smith asked him to repeat it 
once more. By this time the stew- 
ard’s blood pressure had subsided, 
and his response to the last invita- 
tion was to roar with laughter. The 
steward had laughed himself out of 


a gripe 


Not all labor-management prob- 
lems can be solved with laughter, 
and Fred Smith knows it. But the 
vice president in charge of person- 
nel at Gruen Watch Co., in Cincin- 
nati, believes that a good laugh. . 
on both sides . can settle most 
grievances. Smith started in indus- 
try as a laborer and worked up, 
laughing with people and getting to 
know them better along the way. 
At 25 he was a personnel chief of a 
large concern. He moved to the 
personnel managership of General 
Shoe Corp., with many scattered 
plants, and later joined Wm. Powell 
Co., Cincinnati valve manufacturer 
as vice president in charge of indus- 
trial relations. 

He carries simple medicines in his 
personnel kit. They are sincerity 

. you can’t deal with people with- 
out it. They are courage . . fear has 
no room in industrial relations. They 
are affection if you don't like 
people, keep out of the field. They 
are humor if you can’t laugh, 
you'd better learn how. 

Fred Smith is one of the best- 
known speakers in the field of in- 
dustrial relations; last year he made 
200-odd talks across the country, to 
Before the 


annual meeting of the American So- 


many types of groups 


ciety for Personnel Administration 
last year, Smith unreeled a formula 
helped 


many of the personnel administra- 


for human relations that 
tors present do better jobs from 
that day forth. He simply cited the 
Golden Rule and then showed how 
sincerity and a warm smile help 


make it work 





“SURROUND” YOUR PROSPECT 


PHB'S “Extra” Marketing Services Will Help You! 


1. A direct mail service, using the only selective lists 
in the industry. 


PLUMBING & . Authentic-inquiry service on new products. 
HEATING . Market data, plus research facilities. 
BUSINESS - NAPC assistance in your sales problems. 


. Merchandising aids to selected trade groups. 
YOUR 
MARKETING 


All these marketing “extras’’ plus a monthly circulation of your sales 
message to 22,210 top-rated plumbing and heating contractors .. . 
— coupled with top-notch editorial policy . . . at the lowest-cost space 
in the industry. 


ASK FOR FURTHER EVIDENCE OF PHB’S ABILITY TO HELP YOU 


PLUMBING AND HEATING BUSINESS 


Grand Central Terminal Building New York 17, New York 
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on the farm; at sea, in the air, along 
A large il- 


reveals the eco- 


the nation’s highways 
luminated chart 
nomic facts about the oil industry 
a compelling financial report for 
public and employes to examine 
The early reaction of the 
to the “Oil Serves 


has been most encouraging to the 


public 
America” project 
Sun people. Launched at the begin- 
ning of the vacation season, it has 
attracted during the summer a tre- 
mendous number of people from all 
parts of the country 

But the concentration on the em- 
ployes is of great importance. The 
exhibit wa built with the idea 


clearly in mind that employes and 


{ 


their families would find much of 


¢ 


interest here As soon as 
exhibit by 


the pre- 
views of the business 
leaders were completed, a series of 
eight tours by employes was com- 
affair: 
vere held ex sively for employes 


Philadel phi 


meetings of 


menced The open house 
and = familie in the 
area Various busines 
Sun Oil personnel held at the Phil 
adelphia general office of the com- 


pany (with out-of-town personnel 





on hand) have included a session 
at the exhibit as part of the agenda 
The company feels that there are 
many other possibilities for making 
use of the exhibit, in an employe 
communications sense. The setting 
is right for training courses of all 
types, for supervisory conferences, 
for the showing to employe groups 
of industrial films related to specific 
subjects being studied by employes 

During the 


spot interviews were 


employe Visitations 
made on an 
informal basis, just to see what fea- 
tures of the exhibit the employes 
what 


they didn't like. The favorable vote 


liked and, more particularly 


was favorable indeed Employe: said 
that they had gained a better ap- 
preciation of the over-all problems 


of the industry which was helpful 

They pointed out also that the 

Pave them a cleare}! 

how the other department 

the company operated It 
vious to al 
employe 
losely 
condition 


rect 
erest 





Top Management Forum 


tables, chairs, and modular equip- 


ment, but also such distinctly differ- 


ent items as paper goods products of 


filing folders, guides, index cards. 
and celluloid tabbing items 

Such diversification provides an 
opportunity for greater recognition 
on a national scale of brand names 
and helps to establish a reputatior 
of more far reaching importance 
than if concentrated in just one line 
of products 

The tendency toward diversifica- 
tion will probably be on the increase 
for the next five or six years. Such 
moves will provide in many cases 
the utilization of surplus floor space 
within a plant so that additional 
revenue may be obtained to add to 
the company income to supplement 
which is being 


present income 


squeezed very viciously by rising 


manufacturing costs and keen com- 
petitive conditions. The raising oi 


break-even points requires that 


find additional avenues 


compante 


rv increased revenue to provide to 
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By Richard S. Perkin 


® IT SEEMS PROBABLE that the trend 
toward product diversification will 
continue for the next few years. The 
primary reason for this trend in the 
last decade has been the increased 
emphasis on research 
Research, even applied research 
cannot be narrowly confined. An en- 
ergetic program always evolves new 
ideas, products or instruments di- 
ergent from the original intent. The 
esult of this trend on the national! 
omy is obvious. One need only 
ontrast the optimism of today witl 
the feeling prevalent in the thirties 
that America had exploited its last 


stat fut 


} , 
ontiers and tacead 
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diminishment of profits in regular 





Diversification and the reasons for 
it are basic in our business elec- 
tro-optical instruments, optical de- 
sign and production and military 
engineering. The 
standard product and special prod- 
uct interweaves, each reninforcing 
the other. Because of the reputa- 
tion of our standard instruments, 
such as infrared spectrometers, we 
are called on for design of special 
instruments which require the same 
combination of engineering skills 
Often such a special instrument, o1 
leads to a 
Thus the 


company base is continually diver- 


the principle involved 


new standard product 


sified and broadened, a trend which 
will continue and ensure the health 


ot an organization 


By B. H. Bristol 


@ if IS MY BELIEF that there will be 
less frantic liversification in_ the 


next few vears. The war left a large 


number of companies with cash but 


Whats cooking in Castle Rock 7 


When one of our field editors visited the paving 
project at Castle Rock, Colorado, he discovered that the 


contractor, Peter Kiewit Sons’ Co., was beating the 


120 day schedule by 25. Such performance is only possible 


when the contractor 


uses modern construction 


machinery and runs an efficient job. 


470 Fourth Avenue 
New York 16, N. Y. 


magazine of modern construction 


420 Leader Building 
Cleveland 14, Ohio 


combination of 


little to make and sell to the public 



















An instrument company such as 
the Foxboro Co., however, cannot 
maintain an Important position in 
its field unless it does modify the 
old devices and dey elop new devices 
to meet the ever changing needs of 
industry. Our problem is to avoid 
wasting our knowledge and efforts 
in developments which others can 
do better or where we have little to 
contribute 

We do maintain, as a matter of 
policy, a close contact with the trend 
f developments in our field and the 
industries we serve. Our research 
department continuously works on 
projects outside of our regular line 

Intelligent diversification of prod 
ucts and markets is generally desit 
able In our economy, depending or 
the particular industry involved and 
the position (economically and man 
power-wise) of a particular com 
pany in the industry. On the othe: 
hand, the same business elements 
that make one company successful 


| not 


ind another failure apply regard 
less of dives ification 





Contractors and their engineers are interested 
in learning how the other fellow does it, and 
that’s the kind of useful material they find in 
C&E. The editors of C&E pioneered the now 
popular technique of field visits to get the facts. 
And these on-the-spot reports are still the back- 
bone of our editorial contents. 

In the long run, every magazine is just as 
successful as its readers want ic to be. Bearing 
this in mind, it’s interesting to note that C&E. 
after thirty-three years on the job, carries more 
advertisers than any other monthly in the con- 
struction field. Write for a current copy and let 


C&E speak for itself. 





Contractors and 





Engineers 








1719 Daily News Bldg. 
Chicago 6, Illinois 


2238 Ben Lomond Dr. 
Los Angeles 27, Calif. 


your new industrial catalog 


By Richard A. Falk 


The purposes of an industrial 
catalog are different from those 
of advertising activities. What 
those purposes are and why 
you should know them to avoid 
wasting your budget dollars is 
clarified in this first in an im- 
portant new series of articles on 
the modern catalog. 





B® QUESTION 

Your company has just produced 
a catalog that is handsome, colorful 
and full of persuasive arguments 
and elaborate illustrations. It seems 
that everyone agrees you can be 
proud of it. Does that mean the 
catalog is a good one? 
® ANSWER 
Maybe _ what 
looks like a good selling tool loses 


Not necessarily 


much of its value because it is a 
poor buying tool 

A useful industrial catalog must 
do much more than deliver a bright 
and impassioned sales talk. It must 
be a carefully planned, easy-to-use 
guide to help buyers find what they 
need. If it performs poorly as an 


information source for industrial 

purchases, it won't make a sale no 

matter how glamorous it looks. 
To do an effective job, the mod- 


ern catalog must simplify product 
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selection. It must make it easier 
for the buyer to find what the selle1 
has to offer. It must make the 
product talk for itself. 


Buying Is Complex . . Today, in- 
dustrial catalogs must compete fo1 
the attention of buyers in an econ- 


omy that is immeasurably more 
complex than it was 50 years ago, 
when catalogs began to take on ma- 
jor importance in the total distribu- 
tion picture. There has been an 
enormous increase in the number 
of products and brands of products, 
of types of uses for the same prod- 
uct, of product variations for varied 
requirements. This, in turn, has 
helped make industrial buying a 


highly specialized activity 


An increasingly large proportion 
is heavily influenced . . if not ac- 
tually carried out . . by engineers, 
architects, research men, design and 
development experts, or operating 
management. The industrial buy- 
ing audience is tough, knowledge- 
able, technologically-minded. It is 
interested in catalog data on prod- 
uct types and product performance. 
It is not much interested in “selling” 
copy. 

These two factors . . the complex- 
ity of modern product information 


and the specialization of industrial 
buying emphasize the need for 
new standards of effective catalog 
design. A collection of enthusiastic 
adjectives and handsome pictures 
is no longer good enough. The 
catalog must be so designed that 
every essential fact can swiftly be 
found and as swiftly understood. 
The reason is so simple it is some- 
times overlooked: the overwhelm- 
ing majority of industrial purchases 
are initiated by buyers who need 
something, not by suppliers who 
have something to sell. As surveys 
have shown, over 90% of all indus- 
trial purchases arise from in-plant 
requirements, not from 
Exceptions in the fields 


outside 
pressures. 
of new and semi-luxury products 
such as electronic air cleaners are 
not too important in the total mar- 
keting picture. 

The modern 
provides the vehicle for the essen- 
in the 


industrial catalog 


tial middle step . . choice 
buying process. It assists in prod- 
uct selection after a need has arisen 
and before a buying decision has 
been made. If it does its job well, 
it makes an important contribution 
to the reduction of distribution costs 

costs which must be reduced 


drastically before savings compa- 





rable to those registered on the pro- 
duction side in recent years can be 
achieved. 


What It Can't Do. . If the catalog 
reduces distribution costs, it must 
do so by cutting the manufacturer's 


cost of sales, as well as the indus- 
trial purchaser’s costs of buying. 
This it does by speeding product 
selection, reducing the number of 
personal sales calls, and cutting 
down on correspondence between 
seller and possible buyers who need 
clarification on technical points. 

Of course, the catalog cannot sup- 
plant the other essential factors in 
the selling process. It is, for ex- 
ample, relatively ineffective as a 
method of keeping the seller’s name 
forcibly and constantly before his 
buying public. Likewise, the cata- 
log is not, for the typical industrial 
product, a positive order producer. 

It is true that certain types of 
products can be ordered by speci- 
fication or by actually filling out an 
order blank included in the catalog. 
However, in industrial markets 
these are likely to be the exception 
rather than the rule. Generally, 
for the final clincher the name 
on the dotted line . . personal selling 
is required. This is_ particularly 
true with the wide spectrum of 
modern products that require in- 
dividual engineering or modification 
before the purchaser can use them 
properly. 

But for the all-important middle 
step previously described . . for 
product selection after a need has 
arisen and before the final buying 
decision is made . . the catalog of- 
fers the only reasonably efficient 
technique through which manufac- 
turers can make it easy for indus- 
trial buyers to compare different 
makes of one product or different 
products that might do the same 
job. Therefore the way catalogs 
are put together is a matter of basic 


importance, as is the quality of the 
thinking about what the catalog’s 
recipients will want from it and 
how they will prefer to use it. 


You Fill a Demand... Put in the 
briefest possible terms, an effective 
modern industrial catalog should 
define product advantages, relate its 
information to the sequence fol- 
lowed by an average buyer when 
he studies a catalog for the pur- 
pose of selecting a product, and 
suggest a_ specific buying action. 
Such catalogs must be prepared 
very differently from the way they 
would be if their function was to 
create a demand by 
Since their function is to fill a de- 
mand by information, the catalogs 


persuasion 


should contain all the essential data 
the buyer will need to take the next 
buying step. Furthermore, this in- 
formation should be so arranged 
and designed that the buyer can 
ascertain with optimum ease wheth- 
er the product or products meet his 
requirements or can be adapted to 
them. 

This does not mean, of course, 
that catalogs should be non-promo- 
tional. It does not mean they should 
be mere product listings, filled with 
On the 
. and do . 


technical data in fine print. 
contrary, catalogs can 
perform a first rate promotional job 
whenever they present information 
in a form that has high visual inter- 
est, uses words sparingly and pro- 
vides a_ logical continuity that 
guides the user through the neces- 
sary sequence of information types 
with a minimum of confusion. 

In other words, well-thought-out 
informational catalogs for the in- 
persuade _ best 
They simplify 


dustrial buyer 
through good design 
product selection through good de- 
sign. They help to sell the products 


they display through good design 


What It Takes . . What is “good 
design” in catalogs? Most people 
think that design is solely a visual 
concept. But as we use the word 
here, “design” is applicable not only 
to products but equally to informa- 
tion about products. Such informa- 
tion must be presented in a way 
that will be most helpful to the cat- 
And effective presenta- 
tion automatically implies good de- 


alog user. 


sign. 


How is such a presentation to be 
achieved? Certainly not by a de- 
signer alone, producing handsome 
layouts, or nice artwork. Nor by a 
writer alone, turning out persuasive 
copy. These are important factors, 
but what is more important is the 
basic thinking that has been done 
about the information that is to ap- 
pear in the finished catalog. The 
production of a functioning indus- 
trial catalog is actually an informa- 
tion engineering job, and it calls for 
the specific talents of a team of spe- 
cialists. This is not to say that one 
man, or two, can’t turn out a good, 
sound, functional catalog. He can 
and, with the help of knowledge- 
able suppliers, frequently does. He 
does it by bringing to bear the best 
of his ability, and the skills of out- 
side suppliers. 

To turn out the most productive 
catalog, the catalog team must begin 
to function a long time before pencil 
is set to paper or type specifications 


are drawn up. They have a large 


amount of basic research and think- 
ing to do about the company, its 
products and its markets before they 


can consider themselves ready to 
plan and design a catalog that will 
fulfil its function with most effect 


Six Principles of Design* . . 
In view of the complexity of the 
problems involved in preparing in- 
dustrial catalogs, it is fortunate that 
certain basic principles of design, 
developed over a long period of 
years, have been tested and found 
effective in hundreds of practical 
applications. These principles, in- 
telligently applied, result in catalogs 
that definitely simplify product se- 


lection: 


1. Product Specialization. The most 
useful industrial catalog describes 
one product or class of products, 
rather than everything a company 
makes. As previously pointed out, 
more than 90% of today’s industrial 
purchases are initiated by the buy- 
er, not by creation of a demand by 
the seller. The broad general cat- 
alog is therefore on the way out, 


for it is not only wasteful of the 





Of course, this is an exaggerated 
picture. Your Meyercord Decal 
Nameplates have very little appar- 
ent thickness. For all practical pur- 
poses Meyercord Decals are a part 
of the surface or finish to which 


they are applied! 


What the eye does NOT see is 
the miracle of graphic arts engi- 
neering that is a part of every 
Meyercord Decal Nameplate. As 
the illustration-diagram indicates, 
the Meyercord Decal starts with a 
specially engineered adhesive and 
stacks color upon color, topping it 


all with a tough protective coating. 


The Meyercord Decal Name- 
plate you apply to your product is 
the result of vast experience and 
never-ending engineering im- 
provement. Just “any” decal won't 
do the job. Today's multiplicity of 
commercial surfaces and finishes 
demand exhaustive pre-testing to 


make very sure your Meyercord 


ADVERTISE, 
IDENTIFY, DECORATE 
WITH 
MEYERCORD DECALS 


there’s more toa 


MEYERCORD 
Nemaplide DECAL 


than meets the eye. 


Decal Nameplate lasts the full life 
of the product. 

Our sales engineers and labora- 
tory engineers will be glad to dis- 
cuss your Decal Nameplate prob- 
lems... 
and will explain how Meyercord 


without obligation to you, 


Decals will cut production costs 
when used as nameplates, trade- 
marks, instructions, markers, wir- 
ing diagrams, safety warnings and 
other 
Write for full information about 


important applications. 


complete technical and designing 
services 
Write for the big Meyercord 
‘‘Mark-It’’ Decal Name- 
Plate Manual FREE 


Shows hundreds of uses for durable, 


Specity Meyercord 
Decals to 


washable decal 
nameplates. The 
**Mark It” manual 
is FREE... re- 
quest if on your 
business letter- 


head, please. 


THE MEYERCORD co. 


DEPT. J-308, 5323 WEST LAKE STREET - CHICAGO 44, ILLINOIS 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga 
zines can keep you posted on what's 


going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business’ 
Order Bacon's Publicity Checker on Approval 

Price $6.00 — it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 








if you wish to reach the 


coal trade use 


NEW YORK 
Whitehall Bldg 


CHICAGO 
Manhattan Bidg. 


For over 67 years the leading 
journal of the coal industry 





seller’s money but of the buyer's 
time. There 
had 


ho makes a _ specific 


is no point in sending 
cument to a specific buyer 
query about 
a specific item 

Product-specialized catalogs also 
enable the buyer to file information 
by product, as he prefers to, rather 
than by manufacture: 

Product bulletins for such filing 
are already in wide use, of course 
The product-specialized catalog is a 
logical extension of this idea 


2. Marl et 


always’ be 


Specialization. It must 
remembered that an 
going to be 


industrial catalog is 


used by someone who has a very 


specific problem. This someone will 
be trying to find if a particular 
product will be good for a particular 


use. To send buyers in one market 


group a catalog that includes buy - 
ing information for buyers in other 
market groups is not only wasteful 
mean a lost sale 


it may actually 


since the buyer will find it difficult 
and time-consuming to ferret out 
the specific facts that he needs 

An excellent example is electri 
motors. <A 


complete catalog — of 


machine 


manufacture would be — largely 


motors sent to a sewing 
wasted effort. A specialized catalog 
horse-powe! 


bette: 


describing fractional 


motors serves his needs fai 


Market 


tively new 


specialization is a_ rela- 
idea in industrial catalog 
1 However, it 


planning and design 
proved itself an effec- 


has already 
tive and economical technique, and 
more firms are adapting it to thei 
alog programs 
3. Prodi f fh ype S) 
principle behind | ype spe 
cialization in catalog design is pet 
haps less obvious than those ur 
derlying the first two design prin- 
lescribed Nevertheless 
important. Industrial catalogs 
should differ in organization and it 
types of data included in accordance 
with whether the products they de- 


scribe fall into one of three general 








9O1/Ci:cle on Readers’ Service Card. 
Here’s a detailed statistical 
study of metalworking industry 


“Analysis of U. S. Metalworking.” of 
fered by Steel, Penton Publishing Co., 
Cleveland, includes 31 pages of new facts 
and ficures to help in determining the 
sales potentials in the metalworking in 
dustry. Products manufactured by size 
of plants, cperations performed by size of 
plants, ceographical location of major 
product groups, and locations by size of 
plants and operations performed are in- 
cluded. 


902/Circle on Readers’ Service Card 
Booklet tells how you can make 
your own film presentations 

“How to Make Your Own Slide Film 
Presentations for less than $20” is the 
title of a 20-page illustrated booklet offered 
by Minnesota Mining & Mfg. Co., St. Paul. 
Five easy steps include making a script, 
takine pictures, organizing slide sequence, 
arrancine a recording session and tape- 
recording. Lists of equipment needed, 
costs, and advice on additional expendi- 
tures are included. Offers effective suc- 
gestions for sales meetings, sales training, 


etc. 


903/Circle on Readers’ Service Card 

Construction in six states 

forecast in 30-page reprint 
“Construction Forecast for 1953," by 

Pacific Builder & Engineer, Seattle, covers 

the six Northwest states with state by 


market has become “big business’ since 


“A Market 
Study of the Mobile Home Industry,”’ Trail 


its inception 20 years ago. 


er Dealer, Chicago, describes this market 
in terms of dealers, manufacturers, trends 
projected markets, and service depart 
ments. The survey includes a market 
> 


analysis based on studies made in 


states. 


906/Circle on Readers’ Service Card 
Folder tells how you can get 
animation in your displays 

A folder, “Animation in Displays,” by 
Betts & Betts Corp., New York, describes 
and illustrates 14 different examples of 
animated displays. How you can create 
special effects with flashers, flickers and 
motion units is the subject of one section 
of the folder. Other displays illustrated 
show action ranging from a special bob 
bing effect, rotary action, synchronous ac 


tion to simple, single strcke action. 


Readers’ Service Dept. 


es 


peatoud-<—abene! fomteks 


* Send for these helpful selling tools 


907/Circle on Readers’ Service Card 


Industrial users may find 

ideas in these sales letters 

New York, offers 
samples of personalized sales letters that 


have been highly effective in drawing 


Sales Letters, Inc., 


replies Samples include letters with 

“window” in the upper left-hand corner 
Behind the “window” a reply card is at 
tached in such a way that the address to 
which the reply card goes is shown 
through the window. Twenty-two samples 
of sales letters that pull are contained in 


the portfolio. 


908/Circle on Readers’ Service Card 
Detailed story of Warner & 
Swasey advertising effort 

Business Week offers a 16-page booklet 
which describes “How the Warner & 
Swasey Co. Planned and Developed Ad 
vertising to Sell Top Management.” A 
case history of a successful 18-year ad 
vertising program, the booklet illustrates 
a talk describing the program by Mr. D. 
M. Pattison, vice-president in charge of 


sales for Warner & Swasey. 


& Please print of type information below 
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state analyses that include these types 
of construction: scheduled, contemplated, 
military, reclamation, industrial, airport, 
transmission and other. 


901 902 903 904 


COMPANY 








905 906 907 908 


PRODUCTS SOLD 





909 910 911 912 





/Circle on Readers’ Service Card ADDRESS 


Type-fitting ruler based on 
Oz Cooper original is offered 

A practical and usable type-gage, orig- 
inally developed by the late great typog- 
rapher Oswald Cooper has been stream- 
lined and now is offered admen and others 
who have use for it by Bertsch & Cooper, 
Chicage typesetting house founded by Mr. 
Cooper. The type-gauge is small, com- 
pact, and handy and speeds up copy- 
fitting and copy mark-up time immeasur- 
ably. Has a point coverage ranging 
from 5 to 15 point, and includes agate, 
pica and inch measure. 





913 914 915 916 





City & ZONE 


*Note inquiries for items listed 
not serviced beyond Dec. 15, 1953 
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BUSINESS REPLY CARD 


90S/Circle on Readers’ Service Card 
First Class Permit No. 95. Sec. 4.9 P. L. & R. Chicago, Ill. 


Mobile home industry is 
a billion dollar market 
The billion dollar mobile home industry 











Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Il. 


o> 
>» 





Use these return cards 
for publications 
mentioned on this page 





jeslead.<—1abelemes ror 


% Send for these helpful selling tools 


908/Circle on Readers’ Service Card 
Motor presentation depicts 
the automotive market 

The automotive market gets a thorough 
going-over in “Motor and the Automotive 
Market,” being offered by Motor, 
York The which 
NIAA recommended outline, pin-points the 


New 
booklet, follows the 
terms of new car 
repair 


shops, specialized repair shops and auto- 


automotive market in 


and truck dealers, independent 


motive jobbers. The market by size of 
establishment as well as by size of city 


is analyzed. 


910/Circle on Readers’ Service Card 


Booklet gives practical ideas 
for selling by mail 

“Profitable Pointers on Selling by Mail” 
is the title of a small but potent booklet 
offered by Names Unlimited, New York. 
Contents include discussions of the letter, 
the form letter, the fun of buying by mail, 
preparing order blanks that pull, the re- 





‘i 
7 


turn envelope, making mailing a unit. . 
not a grab bag, and the mailing list. 


911/Circle on Readers’ Service Card 
Induction heating equipment in 
metalworking industry described 


Steel, Penton Publishing Co., Cleveland, 
“A Study of Induction Heating 
Equipment in the Metalworking Industry,” 


offers 


which includes a brand preference study 
of induction heating equipment, and de- 
responsible for 
What the prob- 
be also is dis- 


scription of individuals 
buying such equipment. 
able future market will 


cussed. 


912/Circle on Readers’ Service Card 
Problems of Western manufactur- 
ers analyzed in new booklet 

Based 
line, a recently completed ‘Sales Presen- 


on the recommended NIAA out- 


tation,” by Western Industry, San Fran- 
cisco, discusses Western industrial market 
characteristics, the West's postwar indus- 


No 
Postage Stamp 
Necessary 
If Mailed in the 
United States 








BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 4.9 P. L. & BR. Chicago, Ml. 








Readvrs’ Service Dept. 
INDUSTRIAL MARKETING 


200 East Illinois St., Chicago 11, Ill. 


Readers’ Service Dept. 


®% Please print of type intormetion below 





5309 


Please send me the following 





research and media data... 





901 902 903 904 


COMPANY 








905 906 907 


PRODUCTS SOLD 





911 





ADDRESS 
915 
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*Note 


inquiries for items listed 


not serviced beyond Dec. 15, 1953 


trial growth and special problems facing 
the men who run Western manufacturing 
plants. 


913/Circle on Readers’ Service Card 
How petroleum industry uses 
heavy construction equipment 

“In the Petroleum Industry, Construction 
Equipment is Used Everywhere,” is a 20- 
page booklet outlining the market for 
heavy mobile construction equipment of 
all types in the petroleum industry. It 
the number of trucks, tractors, 
cranes, etc., that oil companies 
use in all phases of oil industry activity 

. from exploration through drilling, pro- 
ducing, pipelining, refining and field proc- 
essing. The book is offered by Oil and 
Gas Journal, Tulsa, Okla. 


shows 
Jitchers, 


914/Circle on Readers’ Service Card 
Outline offers summaries 
of typical plant operations 

“Plant Engineering Data File,’ offered 
by Technical Publishing Co., Chicago, 
offers helpful operating and buying out- 
lines for plants with up to 100, 500 to 
2,500, and over 2,500 employes. Sum- 
maries of typical plant operations and 
studies of buying functions of key people 
are included. 


915/Circle on Readers’ Service Card 
Detailed fact book on 
chemical process industries 


“Market and Media Facts," by Chemical 
Processing, Chicago, includes detailed 
data on the $35 billion chemical process 
industries market. Tables break the mar- 
branches, 


of em- 


ket down into major industry 
number of establishments, number 
ployes, cost of materials, fuel, electricity 
and contract work, value added by manu 
facture and value of shipments, among 


others. 


916/Circle on Readers’ Service Card 
Brief survey gives facts on 
Diesel industry market 

“General Outlook for the Diesel Indus- 
try,’ Diesel Progress, New York, 
brief survey of the Diesel industry and its 
markets for the fiscal period July, 1953, to 
June, 1954. Markets are classified as to 
their usage of Diesel engines, with some 


is a 


emphasis on the replacement market and 
the amount of fuel and lubricating oils 
used by the industry. Reading time, three 
minutes. 


ad. 
7 








classes: materials, equipment, or 
services. 

A catalog of hydraulic lifts would 
be unnecessarily wordy if it con- 


) 
tained all the types of information 
that are needed for a catalog on 
paints. The paint formulae are im- 
portant to the buyer, but the struc- 
ture of the steel used in the lift is 
of no importance at all . . only the 
steel’s actual 
strength, is a necessary factor. Sim- 


performance, _ its 


ilarly, a catalog offering the services 
of an oil technology research organ- 
ization would differ completely from 
those describing paints and hydrau- 
lic lifts. 

The actual differences between 
catalog content for materials, types 
of equipment, and services, as they 
have been worked out during many 
years in catalog design, will be de- 
scribed in the section on catalog 
planning which will appear next 
month. Simply remember that these 
differences are real, and result in 
major variations in catalog content 
and organization. 

4. Differentiation Between News 
and Product Data. A basic prin- 
ciple in catalog design, which is 
sometimes overlooked, is that the 
market position of the company or 
product makes an important differ- 
The catalog for 
the new company, or the new prod- 


ence in approach. 


uct, must be more newsworthy, 


more promotional and _ frequently 
more elaborate than that of the 
established company or product, 
since it must earn attention in com- 
petition with better-known rivals. 
When the company and its products 
are well known, drum-beating and 
promotional aspects are usually bet- 
ter sacrificed for comprehensiveness 
and ease of reference. 

5. Flow of Information. After the 
actual type, function and content of 
a catalog have been established, the 
physical design becomes the dom- 
inant problem. It is at this point 
that the form and flow of the cat- 
alog itself comes under considera- 
tion. The catalog team now has the 
task of presenting the information 


| 





- Buy the COMBINATION! 


Slanket the MARKET! 


When you buy this combination — The PAPER INDUSTRY 
gives you the largest Voluntary PAID Circulation to the men who 
manage — the men responsible for products and operations, con- 
trol and development at the lowest cost per 1000. 


waud The PAPER AND PULP MILL CATALOGUE puts your 


catalogue advertising into the hands of production executives in 
EVERY PAPER and PULP MILL in the UNITED STATES and 
CANADA. It is the buyers guide of the industry. No other 
YEARBOOK like it! See SRDS for Combination Rates. 


FRITZ PUBLICATIONS, Inc..cn (ORC Os rita Nols 
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by the people who 
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Give your prospects 


‘tatu MONOGRAM $= 


with your name here 
on 2-color metal plate 


uses 
standard 
size staples 


KEEP YOUR 
NAME UP FRONT 
4 ways 


Strong attention value... 
to be seen 


.your ad is sure 


High readership.. 
out of sight 


your od is rarely 


Repetition builds remembrance... your 
ad sells all day...every day 


No competition...your message is read 


without distraction 
Ask your stationer or office supply firm for 
details and quantity pri@s of MONOGRAM 
Staplers, or mail coupon today 


T WILSON JONES COMPANY! 
§ 209 S. JeffersemStipChicago 6, Ill. 5 
can ——_ plete de Sa iieeetine "te 


pfospeétts. desks, Also give 
me name my nearest stationer 
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For all the Facts on Indus- 
trial and Trade Market Data 


LOOK in 

Industrial Marketing's 1954 
MARKET DATA & 
DIRECTORY NUMBER 











in such a way that the eventual user 
will be able to find what he wants 
with a minimum of confusion, waste 
effort, and loss of time. To achieve 
this presentation, certain practical 
methods of thinking and designing, 
applicable to all types of catalogs, 
are now called into play by the de- 
Sign group 

These methods are essentially as 
follows 

a. Logical organization of catalog 
data, with major divisions of in- 
formation arranged in a sequence 
that will be as nearly as _ possible 
that in which the buyer will want 
to use them 

b. Restriction of information as 
closely as possible to the data 
needed by the particular user to 
whom the catalog is addressed, and 
elimination of all nonessential ma- 
terial. 

c. Organization of information in 
visual units, i.e., using full two-page 
spreads wherever possible to pre- 
sent complete units of data in log- 
ical and continuous flow; elimina- 
tion wherever possible of spotty, 
halting and discontinuous forms of 
information 

d. Comprehensive use of visual 
techniques to achieve clarity and 
ease of understanding through econ- 
omy of text and skilled use of il- 
lustrations, charting, color, shapes, 
typography, and all the other re- 
presentation 


sources of modern 


methods 

e. For catalogs of any complexity, 
an index or information finder, pref- 
erably on the front cover or the 
first page, helping the user to find 
what he wants with a minimum of 
searching 

f. A front cover that will quickly 
identify the catalog’s contents and 
provide instant recognition of the 
firm whose catalog it is, and a back 
cover that will list sales offices, rep- 
resentatives or branches, or de- 
scribe special services, for the con- 
venience of the buyer who wishes 
to make an inquiry or call a sales- 
man. 

These are the design principles of 
greatest importance to follow. Oth- 
ers, less vital, will be discussed 
later. 

6. Catalog Individualization. It 
should not be concluded from the 


standardized generalizations out- 


A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which make 
successful novels, radio programs, 
moving pictures, sales campaigns 
and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to answer 
this question for his students at the 
University of Chicago. The result 
is a little book which you can read 
in an hour but will remember the 
rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously follow 
in producing ideas. He shows you 
how to train your mind so that idea 
production is, as he says, “as definite 
as the process by which motor cars 
are produced.” 

Enthusiastically endorsed by sales 
managers, editors, advertising men, 
salesmen, business executives, col- 
lege professors and students who 
have read it. Send for your copy of 
A TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 
10% discount in quantities of 10 or 
more. 





Industrial Marketing 

200 E. Hlinois St., 

Chicago 11, Il. 

Gentlemen: 

Please send me on 10-day money- 
back guarantee copies of “A 
Technique for Producing Ideas.” 


Enclosed is $ 





lined above, that anything even re- 
motely resembling a “standard 
form” of industrial catalog is indi- 
cated. Quite the contrary. The 
basic engineering has been stand- 
ardized, but the finished structure 
is your company’s alone, and clear- 
ly different. A distinctive character 
for the catalog means immediate 
recognition for the company and the 
product. If it were similar to some- 
one else’s, it would confuse the buy- 
er, and this would hardly make for 
effective catalog design. 

Also, there are always important 
differences in applications, in di- 
mensions, in company experience, 
in specific markets, and in various 
other aspects of each product, which 
should be emphasized in every cat- 
alog. This makes identical, or even 
similar, forms impossible. Each new 
catalog offers an entirely new chal- 
lenge. The principles outlined above 
can be applied to any project and 
still permit an endless variety in 
appearance and appeal. 

Actually, not even the length of 
a particular catalog can be deter- 
mined in advance of an analysis of 
the problem. Length is dependent 
on the purpose the catalog is to ac- 
complish, the type of product it de- 
scribes, and the markets to which 
The company that 
plans for “an eight-page catalog” 
without considering these aspects 
presents the design group with an 
unnecessarily difficult task. The 
correct size of the catalog should be 
decided upon only after a careful 


it is addressed. 


study of the whole project. 
[Next month . . 
your catalog. | 
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Netherlands group swaps ideas 
with midwest designers 

® CHICAGO Seven industrial de- 
signers from the Netherlands ex- 
changed ideas with midwest design- 
ers at a meeting arranged by J. O. 
Reinecke, president of the Society 
of Industrial Designers. The meet- 
ing was held at the studios of Rein- 
ecke & Associates. 

The Netherlands group, now tour- 
ing the U. S., came here under the 
technical assistance program, an 
activity of the Mutual Security 
Agency. On tour are Karel Sanders, 
Reinder Blijstra, Reinier Smeets, 
Karel Smit, Willem Gilles, Willem 


van Osselen and Jacob Penraat. 


DAILY Buying decisions are based on... 
DAILY Trade News and... 


DAILY Exposure to 
HELPFUL ADVERTISING 


Over 30,000 purchasing, management, and operating executives 
in the metal trades who believe in accurate timing read AMERI- 
CAN METAL MARKET five days each week. They make 
daily decisions. There’s no delay—they buy today! 

To sell today to the world’s most active industries, advertise 
in AMERICAN METAL MARKET, the only metal-trade pub- 
lication geared to keep pace with the tempo of the times. 


Find Out tyley 
Ask for AMERICAN METAL MARKET’s unique story 


Why today’s metals, machinery, equipment buyers can't wait. 


find out: 


Why AMM carries a large number of exclusive advertisers and a_ greater 
volume of metals advertising than the combined total of several weekly and 


monthly metal trade publications. 
Why many leading companies have continued advertising in AMM for 10, 
25 years and even longer. 

Why AMM’s fully paid circulation has more than doubled in past 10 years... 


statement 3-31-53 shows 6 months avg. of 11,454 subscribers at $20. each per annum. 
Why AMM is the fastest, most direct and most economical advertising contact 


between you and your metal-trades market. 


YOUR SHORTEST, FASTEST ROUTE FROM FACT TO ACT 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Chiff Street New York 38, N.Y 
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Slash costs and time-in-shop with 
automatic sealing of self-mailers 


Only Seal-O-Matic, the complete automatic sealing machine can cut your 
costs to less than 25°%—time-in-shop to less than 7°%—on sealing of self 
mailers. Seal-O-Matic, with one operator, exceeds output of 15 hand- 
sealers—occupies less thon 15 sq. ft.! 

Handles 2” x 4” to 91," x 13”, booklets to '/,"' thick, 1- to 5-folds; 
seals flat, or over-the-edge— 
15,000 per hour. 


WRITE TODAY FOR DETAILS 


SEAL-O-MATIC 
Machine Mfg. Co., Inc. 
407-D Chestnut Street 
South Hackensack, N. J. 


AUTOMATIC SEALING SERVICE 
115 Christopher Street, New York 
14 — exclusive users in metro- 
politan New York area 
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Why 


it’s Your Basic Advertising Buy 


to sell the $9 Billion 
Forest Products Industry* 





*Manufacturers of Lumber —— Plywood and 
Veneer —- Wood Containers — Furniture — 
Millwork — Flooring — Many Other Wood 
Products ——- and Large Industrial Users of 
Wood 











. WOOD & WOOD PRODUCTS gives you 
concentrated coverage of the larger op- 
erators the 28% who produce 88% of 
the total industry output. 


. WOOD & WOOD PRODUCTS is designed 
to bring your sales message to the TOP 
EXECUTIVES who make the buying de- 
cisions . . . specify or influence the pur 
chase of products, equipment or services 
used in the manufacture, processing. han- 
dling and transpertation of lumber and 
all other wood products. 


- WOOD & WOOD PRODUCTS gives its 
readers planned editorial content based on 
actual field research and careful analysis 
of industry trende 

- WOOD & WOOD PRODUCTS editorial 
leadership assures maximum ADVERTIS 
ING READERSHIP, as evidenced by ad 
vertisers reports on sales resulting from 
the superior quality inquiries received from 
readers. 


. WOOD & WOOD PRODUCTS, through its 
circulation policy of “not how many, but 
WHO,” delivers greater buying power. 


. WOOD & WOOD PRODUCTS, added to 
your regular sales force, gives you power 
ful sales coverage of the entire Forest 
Products Industry. 


@ for proof of WOOD & WOOD PRODUCTS 
effectiveness, ask for your FREE copy of our 
new Market and Readership Study and our 
latest Market Data File. 


@ To sell the Forest Products Industry, plan 
@ FULL SCHEDULE in... 


wOoD 


an 


wood products 


A VANCE PUBLICATION 
139 N. Clark St. Chicago 2, Ill. 


@ Phone: Financial 6-5380 at) 
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September 26-29... American Public W« 
gress, Municipal Audi 
New Orleans. 


5-7... Natic 
27-29... National Garden 
Trade Show, ! 
Municipal Aud 


1 


Beach, Calif 


27-30... Paint Industries 
don Hall, Atl 


- National Instrument Exhibit, November 
Hotel Sherman, Ch 


8-11..Eighth Annual 


aierat td th Purchasing, Netherlan 
sie za Hotel, Cincinnati. 

- National Electrical Industries 
Show, 69th Regiment Ar -* 

mory, New Y > 


tH; MA 
sociation Fall 
& Exposition, Shamr 
tel, Houston 
-Eighth All-Indus 
ation and A 
Expositi n, 
October Auditorium 
Dec. 
8-9.. ‘ron Founders 30-5... Chemical Indu 
ew Motel ene n tion, vommercial 
vonvention Hal] 
phia. 


December 


3-5.. Illinois Retail Farm Equi; 
ment Association, Morris 


Hotel, Chicag 


- Electrical 
Convention 


phia. 


. Federation of Sewage and 

Industrial Wastes Associa 
tions, Municipal (Bayfront 
Park) Auditorium, Miami. 


- Textile Machinery & Acces 
ries Exhibition, Belle Vue 


Janucry/1954 


Manchester, England 


11-15..S 


February/1954 


8-11... National 
Exy 
ago. 





Conference 
& Products Exhibit, National 
Institute of Governmental 


- National Office Management 


nier 


(im NEWS 


Koehler, Motheral, Holdren 
elected NIAA chapter heads 


Milwaukee 

@ MILWAUKEE... Richard H. 
Koehler, manager, advertising and 
sales promotion dept., Le Roi Co., 
has been elected president of the 
Milwaukee Industrial Marketing 
Association. Mr. Koehler, who has 
been in his present position since 
October, 1952, 
was formerly ad 
manager of 
Sterns Magnetic, 
Inc., also of Mil- 
waukee. 

Other officers 
elected by the 
Wiscensin group 
include Jack 
Grace, advertising manager, Nord- 
berg Mfg. Co., vice-president; Elmer 
Raffenstein, sales, Hartwig Displays, 
treasurer; Lou Flora, assistant man- 


Koehler 


ager, advertising and sales promo- 
tion, Inland Steel products, secre- 
tary, and Elmer Whitson, advertis- 
ing manager, Ampco Metals, Inc., 
local director. 


Pittsburgh 

® piITTsBURGH . . George Motheral, 
manager, glass advertising and sales 
promotion, Pittsburgh Plate Glass 
Co., has been elected president of 
the Industrial Advertising Council 
of Pittsburgh. 

A native of Pittsburgh, Mr. Moth- 
eral has’ been 
with Pittsburgh 
Plate Glass since 
1940. For the 
past year he 
served as vice- 
president of the 
Pittsburgh chap- 

Motheral ter. 

Other officers 
are Paul Vollmer, Blaw-Knox Co., 
vice-president; Roy Johnston, Kop- 
pers Co., secretary, and John Clam- 
pitt, Aluminum Co. of America, 
treasurer. 


Rochester 

® ROCHESTER, N. Y... Earl B. Hold- 
ren, Ed Wolff & Associates, was 
elected president of Rochester In- 
dustrial Advertisers for 1953-54. 


continued on page 166 
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Meat Packing Industry 


You can sell the $15 Billion dollar Meat Packing Industry by 
putting more sales power into your punch with the ‘one-two’ 
combination of the National Provisioner and the Annual Meat 
Packers Guide. Here's a result-producing sales team to sell your 
product or service — the sure way to get your share of this mar- 
ket. You can’t beat this ‘one-two’ combination for sales power, 


i ae | NATIONAL PROVISIONER 
YUH | PUBLISHED WEEKLY 


Many times daily . . . business decisions are 
based on the Provisioner's editorial and 
market information. Through its weekly 
service of extensive and dependable market 
information, the Provisioner has earned the 
title of “Voice of the Meat Packing Indus- 
try” ... plus a healthy 85% subscription 
renewal rate. The Provisioner knows how 
to reach this vast market ... can do a 
better selling job for you. Phone or write 
today for complete information. 


_____..._ MEAT PACKERS GUIDE 
seen MEAT PAELES PUBLISHED ANNUALLY 


The GUIDE is the Industry's only reference 
and buying aid ... used consistently by 
99.2% of the Industry for reference aad 
buying information. It brings your sales 
message to plant officials at the moment 
they are in a buying mood. Starting with 
the 15th edition (1954) your advertising in 
the GUIDE can be in either of two separate 
sections ... the Reference and Data Sec- 
tion ... and Buyer's Guide Section 
enabling you to tailor your advertising to 
suit the buyer's information needs 














NT SECTION 
UCTION SECTION 
OF rRaTinG SECTION 


© SERVICE SECTION 


Write for brochures on the Provisioner and the GUIDE 
for specific information on the Meat Industry Market. 


ATIONAL @ 


Leading Publication in the Meat Packing and Allied Industries Since 189) 


15 WEST HURON STREET * CHICAGO 10 
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here's an issue 
with year ‘round 


“THE 1953 C. B. 
ROSTER ISSUE 


Throughout the year the Ceramic 
Bulletin’s Roster Issue becomes 
a constant source of information 
for ceramists in need of current 
data on names, business affilia- 
tions and titles of key men in 
every phase of ceramics. 


Approximately 5000 copies of 
this big issue will be referred 
to time and time again by the 
men who buy, specify or in- 
fluence the purchase of the great 
bulk of ceramic materials and 
processing-plant equipment, 


Plan today to include’ The 
Roster Issue on your ad budget 
and reap the sales benefit of 
multiple reader impact. 


the personnel directory 
of Key men in every 
branch of ceramics: 


EXECUTIVE PERSONNEL 
CERAMIC ENGINEERS 


G:\ 


CHEMISTS AND 
MISC 


RESEARCH DIRECTORS 
PLANT MANAGERS 
AND SUPER'T’S 


NOTE: 
September 15th. 


eramic 


ulletin 
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Closing dote for The Roster Issue is 


im) NEWS 


Mr. Holdren, who has been with 
the Wolff agency since 1944, previ- 
ously was ad- 

vertising and 

promotion 
manager, Pitts- 

burgh Reflector 

Co., Pittsburgh 

Other 

elected to serve 

with Mr. Hold- 

ren are Hall E 

Downey, General Railway Signal 
Co., and J. R. Van Arsale, Charles 
Rumrill & Co., vice-presidents; Wil- 
liam N. Hesketh, Taylor Instrument 
Companies, secretary, and G. Grant- 
ly Wallington, Charles Rumrill & 


Co., treasurer. 


sales 


officers 


Holdren 


Heart attack is fatal 
to Ellwood C. Howell 
Ellwood C. Howell, 


promotion 


® DETROIT 
advertising and _= sales 
manager, Carboloy Dept., General 
Electric Co., died August 13 follow- 
ing a heart attack. 

Mr. Howell was appointed adver- 
tising manager of Carboloy in 1930, 
after two years as advertising man- 
ager with P. R. Mallory Co., Indian- 
apolis. Before that time he had been 
associated with New York advertis- 


ing agencies. 


No Product, No 
A reat Reae 


Address .. 


In Industry You Can 
Help Your 
Advertising by 
Helping the 
READER 


As you select the 

media for your advertising 
campaign, think the 

job all the way through. 


Think about the 

editorial half of each publication 
address to your prospects — 
and the work its editors 

are doing to teach and inform 
the very readers 

your advertising will 

stimulate to interest. 


Informed groups act — especially 
in technical matters. 


You can share and profit in this 
prospect-teaching job — 

by contributing stories, reports, 
application data, photographs 
and news, about the technology 
at which your firm 

is expert, and on the basis 

of which you sell and serve. 


Do Articles, Too 


If you do, you can follow 
through, and finish the job 
you start with advertising. 

But follow three rules: 

First, let the editor call 

every shot. They're bis pages, 
not yours, in editorial. 

Secoud, make sure you write with 
helpfulness in your heart and 
the reader’s angle in your mind. 
Third, use specialists who have 
the engineering background, 
the journalistic savvy and 

the industrial sales experience. 


Harry W. Smith 
Incorporated 


Technical Publicity and Cditorial Relations 


NEW YORK 

507 Fifth Avenue (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 











a Advertisers get the BEST COVERAGE 
@ News of the Industrial Heating, Forging, Steel Plant 


Advertiser Changes . . and Heat Treating Markets through . . . 


INDUSTRIAL HEATING 


and more manufacturers selling these markets use |. H. than any other publication! 





Reach over 16,000 operating Executives, Plant 
Superintendents, Foremen, Production Managers, If you make these products 
Plant Engineers, Metallurgists, Chemists, Fuel sell them through 
Engineers, Heating Specialists and Heat-Treaters 
through |. H. Industrial heating, as a market, INDUSTRIAL HEATING 
a Withee: Wek Bittle elias: te is now entering a period where industry is re- Industrial Furnaces of all kinds . . Heat 
th erage Ret geht i ia ‘| qappraising all manufacturing operations that in- Treating Furnaces . . Forging Furnaces 
Pacific Airmotive Corp., from sales man volve the use of heat, with a view of immediate ae ee 
ager of the Seattle branch. and extensive replacement by modern equip- a Pye ey ecten 
ment ... and J. H. reaches every man con- Soaking Pits Annealing Furnaces 
cerned with industrial heating operations .. . pee Heetes Fernases: ane, cesaverien 
Bradley P. Williams . . former sales pr 100% coverage, regardless of classification. oo A tla reese — 


motion manager, has been promoted t Air Heaters . Dust Collectors . Ventilating 
1. H. Produces Results . . . Because |. H. is the Equipment Spray Booths Kilns 


‘ a only publication editorially specializing in all Induction Heating . Burners . Pyrometers 
Corp., Chicago. the industrial heating processes and equipment Valves Industrial Thermometers 
Gauges and Meters Controllers 

needed in the manufacture, finishing, processing Wiataiebnastes shise Sucheiniiett 
David B. Tyler and Clifford S. Duxbury, and heat treatment of metals, advertisers have Heat and Corrcsion Resistant Alloys 
Ir i k ll ee: a found that even when the cost of single units Retorts Handling Devices . Conveyors 
a ie! a 1ave een appointec ¢ 1anale is relatively high, 1. H. can and does move prod- ae pe ; Retractories pa 
roduct advertisin« ind export dvertis nsulating Refractones ans 
produc ertising and ex; aavertis- | yets economically in these classifications. Selman tascnons are 


George F. Shaver . . has been advanced 


jyeneral merchandise manager, Masonite 


ing respectively for Norton Co., Worcester, | Carburising Boxes Melting Pots 
| On the right is a partial list of the products |. H. Salt Baths Immersion Heaters 


Mass. Mr. Tyler formerly was in charge 

: : ; da : Y J has successfully sold. Write today for specific Quenching Machines Quenching 
of advertising for Norton BehrManning | recommendations on how to sell your products Compounds . Heat Treating Compounds 
; , Fuel Fuel P ca 
Overseas, Inc., and Mr. Duxbury is a for most effectively through /. H. — a ae mane 


mer diplomatic courier for the State De (44) 


partment in Europe 








INDUSTRIAL HEATING ¢© 1400 Union Trust Bidg., Pittsburgh 19, Pa. 


James L. Hayes . . has been elected presi 





lent, National Advertising Co. of Wauke 


sha, Wis., a wholly-owned subsidiary of 


Minnesota Mining & Mfg. Co., St. Paul. — ; TO REACH THE 
Before going with National Advertising in 
1948, Mr. Hayes was president, Inland ’ 7,500 CHIEFS 
also a 3M sub- | ll in the 
CONSTRUCTION 
INDUSTRY 


who buy 


John D. Benedito . . has been ap; | kin 
assistant general sales manager sake li wallet smile... 


ision of Union Carbide & 


s previously manager PROFIT BY THE 


mirtorinia.. danart a7 Materials 
78. oO Tools 


OF OUR READERS WHO 

Gladstone C. Hill. has been named a: BUY or SPECIFY Equipmont 
sistant mar , jer of sales, In can 1polis Y Industrial and 

tee! i Hi v Engineering 

v Construction 


AND RELATED ITEMS 
William F. Tingler . . has been ap; e 


jirector of advertising and sales prom | REACH THIS MARKET OF 30,000 


tion, Progressive Welder Sales Co., Detroit. | READERS THROUGH THE JOURNAL of the 


George D. Klick . . former 


ik See, Some Gar Z Lmerican AMERICAN 
| Pa, has been made advertising | /ngincer CONCRETE INSTITUTE 


Services 


for use in construction .. . 
you should use the 


f the company. 
18263 W. McNichols Rd., Detroit 19 


John Cinkosky . . former vice-president in | ger tye FACTS FROM... See your 
charge of sales at Centric Clutch Co., has Ss 
American Engineer MARKET DATA & DIRECTORY 


sales division, Airborn Accessories Cort 1121 FIFTEENTH ST., N.W. 
ata «eae WASHINGTON 5, D.C. NUMBER for details 
Hillside, N. ] se 


been appointed head of the industrial 
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Research Opens Markets . . 


By Stanley E. Cohen feel sorry to lose 
The committee on products and 


® LUMBER manufacturers are taking research of the National Lumber 


the first steps toward a $1,100,000 Manufacturers Association, which 
research program which may. ulti- has spearheaded the drive for a 
mately produce some spectacular broad market and product research 


results in the way of new and im- program, points out that national 


proved products population between 1928-48 — in- 


Leaders of the industry who have creased 20°,, but per capital lumber 


mapped out the program warn that consumption decreased 8°. Even 


lumber people are behind the times; in construction . . which takes 60% 
that they are abandoning important of the industry's production . . lum- 
ber has lagged behind other mate- 
which have been backed up by well rials. Between 1946-50, the use of 
lumber for construction increased 


23°;. On the other hand, steel con- 


markets to competitive materials 


planned market and product re- 
search 

At the present time, they say, struction gained 77°; cement 43% ; 
lumber people think they are in brick 35°, and plaster board 43. 

good shape because they are selling In an effort to indicate the dam- 

everything they can cut. Actually age that has occurred, the commit- 

lumber’s expansion during the post- tee points out that wood filing cab- 

war boom lagged behind other in- inets have become the exception 

dustries. Steel, aluminum, plastic, rather than the rule. In a 12-year 

magnesium and other’ materials period, the use of wood for motor 

Better Ties . . Better weatherproofi: over-ran important markets which vehicle construction dropped from 

road tis ume ft 1} the lumber people will eventually 868,000,000 board feet annually to 


f 
t rau 
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like this minesweeper resulted from studies 


sau of Ships, lumbermen 


Na EA ’ . 
All-Wood . . Seving steel, new all-w 


Army TUCK i ty has iaminated 


Improved .. | 


ist year, 1S € 


Fewer Scratches. . § 


veloping harder w 1 surf 


research program to find new products, markets 


only 125,000,000 board feet. Plastics 
have taken a big share of the mar- 
ket for TV cabinets. The market 
for caskets “has dwindled to a mere 
shadow of its former self, and is 
about ready for one of its own prod- 
ucts.” 

Lumber people feel there is noth- 
ing inherently wrong with their 
basic material: “Its natural beauty 
far exceeds that of other materials. 
The warmth of its texture is more 
desirable to the touch. Its greater 
versatility makes it adaptable to 
more products. 

“The point is .. wood has all the 
inherent potentials to make and 
keep it the No. 1 raw material of 
industrial America. Its inability to 
even keep pace is not wood’s fault 
It simply has not been given a 
chance.” 

The industry is taking a _ two- 
pronged approach. During the com- 
ing year, it hopes to spend about 
$200,000. Half of this money would 


be for market research. The re- 
mainder will be for the first in- 
stallment of a 10-year program of 
product research. 

A market research organization 
will be retained to find out what is 
happening to wood’s markets, and 
why. The survey wili deal with 
four major types of markets 

1. Those that seem to be holding 
their own. Here the object will be 
to know just how strong is wood’s 
hold, and whether or not there are 
weak points that are inviting com- 
petition. 

2. Those markets being invaded 
How did the competing materials 
What is the extent of the 
invasion and what can be done? 


get in? 


3. Dwindling markets. Is the loss 
of market caused by product com- 
petition, or a change in consumer 
preference? 

4. Lost markets. Was this a log- 
ical wood market in the first place? 

The product 


research program 


also breaks down into two general 
lines of activity: (1) research to 
increase the use of wood in its nat- 
ural form through the development 
of new products and improvement 
of old ones and (2) research to im- 
prove the industry's earnings by 
discovering chemical uses for bark, 


edgings, trimming and other waste 


Research Boosts Sales 117% . . 
Industry members can cite ample 
evidence that research will pay off 
for wood. In the construction field 
for example, the hardwood flooring 
industry which sponsors an out- 
standing research and sales promo- 
tion campaign through its trade as- 
sociations enjoyed a 117. in- 
crease in volume in the 1946-50 pe- 
riod, when the over-all increase in 
demand for construction lumbet 
averaged only 23% 

Over the past decade, the hard- 
wood industry maintained a con- 
product research 


sistent program 
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EVE-STOPPER 


y INTERNATIONAL 
7 TRANSPARENCY 32 
[eR E Eek -S BERG 
, WINDOW SIGNS 4 
Seri-permanent 
will adhere 
perfectly, remain 
bright 
and attractive 
for years— 
washable 
Translucent, 
allows 
light to 
penetrate for 
day and night 
“illumination” — 
message can be 
seen from inside 
and out 
Quick and easy to apply as 
@ postage stamp—no soak- 
ing, gluing or taping. 





poors SHOWCASES WINDOWS 


write for free full color 





brochure and samples, today! 


International Transparency Co. 
310 Lakeside Cleveland 13, Ohio 





Mine Operators 


read DOAL MINING. 


the paper worth reading” 


Advice on methods, notes on equip- 
ment, personnel news keep coal 
operators reading COAL MINING 
month after month, year after year. 
Everywhere, coal men are saying, 
“COAL MINING is the paper 


worth reading.” 


To sell top men in coal mines... 
strip, shaft... anthracite, bituminous 


... advertise in COAL MINING. 


is COAL MINING — 


575 Country Club Drives Pittsburgh 27, Pa 








Serving the coal industry since 1899 
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which paid off in many directions. 
Some of the most important results 
have been in laminated products, 
ranging from laminated bowling 
pins and furniture, to the $1,000,- 
000,000 program of laminated naval 
craft 

At the present time, the hardwood 
industries are making a bid to in- 
terest the armed services in an all- 
wood truck body which may win 
back an important market which the 
industry lost to metal products. 
Working in cooperation with the 
Army Ordnance Corps, and the 
Corps of Engineers, the industry has 
completed three test vehicles which 
use curved continuous laminated 
sections to provide a skeleton for the 
floor and both sides of the truck. 

During the past year the hard- 
wood industry research has ex- 
plored such subjects as the causes 
of surface checks in furniture panels 
and the reasons for the darkening 
Also in 1952, 


patents were obtained for the hard- 


of blonde finishes. 


wood research committee on Fer- 
solin, a soil improver which is pro- 
duced from the residue of logging, 
lumbering and millwork with mod- 
est investments in plant and equip- 
ment 

When the new 
product research program gets un- 


industry-wide 


derway this year the initial em- 
phasis will be in the field of lam- 
inated products because this is an 
area that promises prompt tangible 
results for the greatest segment of 
the industry. For, according to in- 
dustry leaders, lamination not only 
produces valuable new _ products, 
but it also opens a market for small 
sized pieces of lumber which had 
relatively little economic value in 
the past. 

While the new program has been 
initiated by the committee on prod- 
ucts and research of the lumber 
manufacturers association, the ad- 
ministration of the research . in- 
cluding the selection of research 
projects . . will be in the hands of 
a special committee consisting of 
of the 


and associations that contribute to 


representatives companies 


the research fund. 


For Research, $30,000 Yearly . . 
This administrative device is pat- 
terned after the experience of the 
which have 


hardwood industries 


MEN 


in the Pacitic Northwest 
depend on the Daily 


JOURNAL 
of COMMERCE 


FOR THEIR 
BUSINESS NEWS 


Six days a week the 
Portland DJC publishes 
the latest news about 
bids, contracts, permits, 
timber, financial, trans- 
portation—all types of 
business transactions. 


easy WIS 


ae) * 


Send for Sample Copy 


aily Jexsaabef€ommerce 


711 Southwest 14th Ave. 
Portland 7, Oregon 


ire 


* 


Working Tool of 
Pacific Northwest Business 


Reads MASS TRANSPORTATION 


for latest news 


HARLEY L. SWIFT, President, Harrisburg Rail- 
ways Company, Harrisburg, Pa., says: “I would 
not miss reading MASS TRANSPORTATION 
each month for fear that | might miss knowing 
about something mighty important that is going 
on in the transportation industry. For MASS 
TRANSPORTATION has the knack of seeing 
everything, hearing everything, and telling 
everything.”— MASS TRANSPORTATION’s 
circulation goes to all top executives of transit 
companies throughout the nation. To reach 
the men who buy, put your sales story in 


——> MASS TRANSPORTATION! 





a a ® 
been investing about $30,000 an- 
nually in research during the past Editorial Material 
ten years, largely through contribu- 
tions from eight large companies. 


While the selection of research specialized for the 


projects will rest with the special IRON and STEEL 


committee of contributors, the proj- 


ects must be of general interest to PRODUCING 


the industry, and the product re- 
search will often be keyed to the INDUSTRY 
market research program. 

An industry spokesman illustrates 
the need for coordination by citing 2 Seg Keasoun Why ei, 
the problem of the wooden rake. 
Once a standard hardware store et , 

; the Iron and Steel Engineer is read 
item, it has been almost entirely consistently by the men who influence 
replaced by the steel rake, which, the purchase of almost two billion 
in some respects is a less service- dollars worth of equipment, supplies 
able item. ‘What happened to the and services required annually by the 

a iron and steel industry. Place this 
market for wooden rakes?” he asks. hard working publication on your 
“Can it be regained? What has to schedule now, for your share of this 
be done to regain it? This is the profitable market. 
type of problem which might in- 
volve both market and product re- 


tilt 





oie Write Today for This New Booklet: ‘‘How to Sell 
’ ; — to the Iron and Steel Producing Industry.”’ 

Or another situation, he says, is 
illustrated by the experience of a 
firm which formerly sold railroad 
ties for use in an underground mine. 
When the firm lost the business it 
wondered what was wrong with its | 1010 EMPIRE BUILDING PITTSBURGH 22,. PA. 
product. But investigation showed | : 
the mine had installed a portable 
conveyor belt system in place of its 
rails. Here it would be pointless 


to spend money investigating ways MR. EXHIBITOR! 


to improve ties. The research would 





b meh wk Ridin ny i Meet the dairy farmers of America 
ee ae eae ee at the INTERNATIONAL DAIRY SHOW 
wood in conveyor systems. CHICAGO 

October 10-17, 1953 


Wood that Won't Shrink . . The 

. A great opportunity for your company to present its products ond services in the premium 
actual product research will be car- exhibit area—the main floor of the international Amphitheatre reserved for industrial 
ried out in the laboratory of the — 

¢ One-third of the nation’s milk is produced in the 6 Midwest states closest to Chicago. 
Timber Engineering Co., an affiliate There ure over 100,000 dairw farmers in a 200 mile radius. Cover this vital market 
f th Nati lI b M f at low cost. 
oO 1e ationa umber anulac- 

: 7 ‘ i . Among the many exhibitors who have already reserved space are: 


turers Association. Known through- Allied Mills International Harvester 
" : ie | Armour Kraft Foods 
out the trade as TECO, this affiliate Babson Brothers Libbey Owens Glass 
hee nlered , oe ™ Juring Bethlehem Steel Majonnier 
as placed an important role during DeLaval Milk Foundation 


the past ten years in the industry’s a 
research. Its Washington labora- 





Under proved 9 . A distinguished board of directors. 

; : For information on choice space still available 

tory has been instrumental in de- a 

veloping such items as the Navy’s international Dairy Show Union Stock Yards 

laminated boats. Other TECO Chicago 9, Illinois Yards 7-5580 

achievements include soil condi- 

tioners from wood-waste, non- 

swelling desk drawers, cigaret- 

proof desk tops, laminated rolls for 

printing wall paper, non-shrinking REACHES ALL THE DEAL R 

and non-swelling shoe lasts, strong- E S 
| IN THE RICH, PROGRESSIVE UPPER-MIDWEST 


tg bushel baske ts and be tter floor 100% coverage of all 4,000 aggressive retail lumber, 
finishes. building material and coal dealers in 5 state oreo 
; Two official Lumberman’s Association Publications: 

If the over-all industry program | (1) Nerthwestern—covers Minn., Wis., No. & So 


SSowe the footsteps of the hard- Dakota. (2) lowo—covers all of lowa 
1013 4TH AVE. SO., MINNEAPOLIS, MINN. 
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OIL HEAT AND FUELOIL SALES TO THE PUBLIC 
AND INDUSTRY in 1952 amounted to $684 304 000 
for equipment, $1,7506.053,000 for oil and 
$123,026,000 for servicing! When the cost of 
materials used by dealers and contractors 1s 
added to these THE TOTAL IS $2,557,383,000! 
Here is a REAL market and an expanding one! 

177,604 Burners and Units were sold in 1952 
making the total in use 6,345,876. As the average 
age of burners in use increases the need for 
repairs or replacements will similarly increase 

The dealers, excellent in their cooperation with 
FUELOIL & OIL HEAT Editors through question 
naires, estimate that in 1953 their sales will run 
about 5% % ahead of 1952 of near the 800,000 
oilheating installation mark. Over the last 5 
years, the dealers forecasts ran considerably 
lower than thew actual sales indicating thei 
conservative thought 

if your product 1s used in oilheating equipment 
or by fueloi and olheating dealers who deliver 
fueloil, you will want to place your message in 
the dominating publication in the field FUEL 
OW & OIL HEAT 


fueloil & oil heat 


HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, N.Y. 
(MUrray Hill 2-4786) 


ADVERTISING 
PAGES 


. +.» were placed in Construction News 





Monthly during 1952. These adver- 
tisers concentrated their sales efforts 
at the local level. Construction 
News Monthly's circulation blankets 
the construction industry through- 
out Oklahoma, eastern Missouri, 
Arkansas, western Tennessee, Mis- 
sissippi and Lovisiana with local 

bid news, local job pictures, local 
contracts and awards, and news 


about local people in the industry. 


Construction 
News Monthly 


LITTLE ROCK, ARKANSAS 
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wood committee experience, actual 
expenditures for wood product re- 
search in the next decade will be 
many times the $1,100,000 the in- 
dustry is proposing to spend 

When the hardwood program got 
underway in 1943, Carl A. Rishell, 
TECO’s director of research, pre- 
dicted that the industry’s expendi- 
tures would eventually represent 
only a small percentage of the over- 
all research. 

Recent reviews of TECO activi- 
ties show that individual lumber 
manufacturers and their customers 

including the government . . are 
spending more than five dollars for 
every dollar which has been pro- 
vided under the hardwood indus- 
try’s cooperative effort. 

Typical of the additional research 
is the program which lumber asso- 
ciations and the American Associa- 
tion of Railroads have sponsored 
during the past half dozen years to 
find ways to lengthen the life of 
railroad ties. This program has in- 
volved an average of about $50,000 
yearly, and has produced new dip 
processes to weatherproof the ties. 

In presenting the research pro- 
gram for industry approval, Lumber 
Manufacturers 
out that the capital assets of the 


Association points 
lumber and wood products indus- 
tries, including furniture and fix- 
ture manufacturers, approximate 
$1,769,000,000. On the basis of in- 
surance at 80° of face value, the 
industry is paying premiums on a 
total of $1,415,000,000 of insurance 
“The lumber and wood products 
industries are spending millions of 
dollars annually for protection of 
the means in men and facilities, 
with which to produce for the mar- 
kets, while investing pennies to pro- 
tect the market for which they pro- 
duce,” the committee argues 
“Spending for the protection of 
production facilities is proper and 
necessary. Just as proper, perhaps 
even more so, is protection of out- 
lets for that production. Protecting 
the former means spending money 
there is no return for those mil- 
lions spent in premiums unless a 
tragedy occurs. Protecting the lat- 
ter means investing money from 
which the smallest returns exceed 
the investment, and all dividends 
bring greater market opportunities.” 
(Next month . . Part 2: How 


janize y iT Itai 


jat your Expositions, Trade 


Shows, Sales Meetings, etc. | 


Send for Free Folder 
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/IVEL CORPORATION, 
" 96-22 43 Ave. Corona 68, N.Y.C. 


ALPHABET 
TRACING CARDS 


— Successors to type books 
Nason ‘ 

1 M/A \ at Pine, 

VTy, 


/ vi 
he Lahey 


aranch MNOPURST 
BiancpenoMky YORE 
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507 8% 


More Accurate - Less Costly! 
102 CARDS, boxed... only $5 


Amazingly convenient, practical, say en- 
thusiastic artists and specifiers. Com- 
plete cap and I. c. alphabets, 12 to 72 
pt., of 58 most popular ATF faces on 
102 round-cornered durable bristol 
cards 102 x 742". New cards sent as 
made. Show amount of shoulder; alpha- 
bet lengths, character counts to 36 pt. 
Lay cards side by side to compare, 
choose a face, accurately compute 
space, to-avoid costly alterations. Sold 
in complete sets only in walnut-finish 
box, postpaid for $5 cash; or F. O. B. 
here on open account. Big help, big 
value! Order today! 

AMERICAN TYPE FOUNDERS 

Type Merchandising Department 

228 Elmora Ave., Elizabeth, New Jersey 





Study Through 


Reprints of editorial features _—— The 


| Send for available are offered here as a special UNIVERSITY 


service to IM readers. Please 


~ send number and name of of CHICAGO 
Te Tl ! ) S article with exact amount in 
p coins, stamps or check to: The at home 
Editor, Industrial Marketing, 200 y 
E. Illinois St., Chicago. Join this unique program for 
of Industrial Marketing Sorry, we can't handle credit adults everyu here... for an in- 


. We’ h ; ; 
eotens ander i. We'd Se ever vestment in self-improvement 
to bill you for larger sums. 


feature articles : 
va INCREASE YOUR SKILL 
IN REACHING MARKETS 
BY MORE EFFECTIVE USE 
OF WORDS AND IDEAS 
Enrol in courses in these fields 
© SEMANTICS 
hing" on viel tg ag the — merchandising era! © CLEAR WRITTEN COMMUNICATION 
® PSYCHOLOGY 
e LOGIC 


plus 150 other courses in sor iology 
statistics, mathematics, history, philoso 
ae oe. _ . ine 1951-Ds if é phy, international relations, literature 
ia and many more. 





What 641 leading advertisers spend in business papers 
ve 1952 50c¢ 


479 advertising agencies place 470,022 business paper pages 
April i953 3! 


peg ey on ee: ge pelea INDIVIDUAL INSTRUCTION... start 
at any time... work in your own home 
Four pe to i og omy . . duds or hot ones progress as rapidly as you wish. Send 

‘comps today for the University of Chicago’ 


deg + ees should know about industrial copy i Home-Study catalog for full details 


Stumm, Nov., 198 35¢ 


Eight advertisers tell results, from. external publications dither BOX 71 

y John B. Mannion, July 
re ey eee THE HOME-STUDY DEPARTMENT 
gg pe peer volume _may hit third annual record in 1952 THE UNIVERSITY OF CHICAGO 

y A ngei nezian, vé t 1957 a " - 

i Chicago 37, Illinois 

What will happen to expanded plant capacity? 
by W. A. Marsteller, June, 1952. 2! 











How to live happily with Rage some . and vice versa 
Ay 


by Howard Sawyer 
he <r report . . industrial poleemen earn average $8,000 in ‘51 
rle Kingman | Mar 1952. 25 


Industrial ad budgets to Lod 2. 16% in ‘52 


dt baa 20 | TO GET SALES 


Salaries of industrial ad managers rise in Pw ll years... 
Median industrial oe spends $150,000 
id I 


by Bob Aitchison, Nov ‘ 195] 98 
hog . —— cc dollar . . is it fact or fancy? FROM A 
Putnar V 1951 oc 


1951 business png volume to reach all-time peak HOUSE ORGAN ] 


1aQ¢ 


by A. R. Vene Sept., 1951 


How to use Starch ee reports | 
by Howard G. Sawys y, Aug., 1951. 4 You can’t sell a prospect if you 


sg s acles i incomes can get out of hand . . stop them don’t reach him Let us show 
é r and B. K. Moff June, 1951. 7 : 

“ ou how Woodall Ci ation 

A guide to better publicity haat h w fall - ulat 

by members of the Industria has helped these successful com- 


How industry buys pany magazines: 


How business papers can meet their new competition 
k A um A. Marstelle 


April, 1950. ; The Anaconda Wire 


i149 
4 


How to measure results of industrial advertising The Compass 


We went to four-color inserts on a cut budget H H 

; ade 0 agg gues ga Bakelite Review 

Mockup demonstrator improves salesmen’s closing ratio Low Temperature Brazing 
H. W. Blu l Z News 

Using newspaper advertising to spot industrial buyers 

by Wilhelm Ferdinand, Aug 448. 25c 


The 
} py Apri 448. 25 
Market sagen high distribution costs Ww. P. WOODALL Cco., 


risp, Fek 25¢ 
Inc. 

Th flecti f ted adverti ts 
me etpctiveneess of repeated advertisements 214 East 125th Street 
reps ited Ad Study, made under guidance of a spe New York 35, New York 


25¢ each 


How can I find at type, to use? 
A 
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ATTENTION: ARTISTS 
OPPORTUNITY - SECURITY. 
ENJOYMENT 


NEW OPPORTUNITIES 
Nationally re jnized ad 


ig 


LONG-RANGE SECURITY 
Fstablished firm, A-l 


ENJOYABLE CONDITIONS 


ente 


nv 


W 


Get your samples together and write 
Box 486, Industrial Marketing, 200 E. 
Mlinois St., Chicago 11, It., for im- 
mediate interview. 











A TRULY DIFFERENT 
GIFT or PREMIUM 


TWECO SQUEEGEE-SCRAPER 
ONE SIDE—A SCRAPER 
OTHER SIDE—A SQUEEGEE 


This unique, dual-purpose, win- 

dow tool makes an ideal gift or 

premium. Canvas base Bakelite 

scraper blade wont scratch 

glass; quickly removes 

ice, sleet, snow, and 

bugs. Mold-bonded rub- 

ber squeegee rids wind- 

shields of steam, fog, 

ond water. Supplied in 

assorted colors, imprint 

ed with your name 

long lasting. Low priced Write 
for full details 


TWECO PRODUCTS COMPANY 


PLASTICS DIVISION 


1450 S. Mosley St., Box 666, Wichita 1, Kans. 





the Real Push 
Behind Sales! 


You'll find ‘‘Smips’’ a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
a_i. contractors See indus- 
trial Marketing Data Book 

. o 
Snips Magazine 


S707 WEST Lane sTeteT CHICAGO 44, LLINOIS 


ertising 
12 of survey!ng competitive adv 

ears < 
' tisers enable us 
See Market Data 


to provide 
for leading adver 


data at low cost 


monthly 
k Page !7 fo 


. D. setich 
ps No 
Al. pliser Sabu 
Ft aCe avan S 


cphne Ate” 


rt further int mation 


PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 


Nationwide organization of 500 capable Photo- 
Reporters provides effective way to obtain 
on-location photos, reports ani releases for 
advertising, editorial and research purposes. 
For more information write or phone 
SICKLES PHOTO - REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 
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(= NEWS 


Salesmen want product facts, 
not false enthusiasm 


® NEW YORK Industrial sales 
managers can take a tip on how to 
conduct a sales meeting from a sur- 
vey conducted by Electrical Whole- 
saling, McGraw-Hill publication 

The survey showed that salesmen 
don’t like and aren’t helped by the 
“let’s-get-out-and-knock-’em-dead” 
type of sales meeting. 

More than anything else, most 
salesmen interviewed by the pub- 
lication want a sales meeting to give 
them complete description of prod- 
ucts and their uses. 

After that, salesmen want tips on 
how to sell a product; charts, models 
and films to bring out sales points: 
comparison of the product with 
competitors’ products; tips on how 
to meet competitors’ sales argu- 
ments; price comparisons; samples 
and demonstration devices to help 
sell the product; market data; an 
outline of national consumer prod- 
uct advertising, and a question-and- 
answer period to clear up questions. 

Salesmen interviewed objected to 
long, drawn-out meetings; execu- 
tives, sales managers and others 
who come and go at will during 
sales meetings; falsely enthusiastic 
pep talks by executives; attempts to 
gloss over a product’s weak points; 
long-winded presentations; canned 
talks; false claims, and half-truths. 


Frank W. Squire dies 
of heart attack at 71 
® KANSAS CITY, MO. Frank W. 
Squire, 71, vice-president, Imple- 
ment & Tractor Publications, died 
early in July following a heart at- 
tack. 
lications’ Chicago office. 

Mr. Squire, who had been asso- 
ciated with publishing in the farm 


He was in charge of the pub- 


implement field since 1907, had been 
a member of the advertising depart- 
ment of the Chilton Co., Philadel- 
phia, and for many years repre- 
sented the Farm Implement News 
Co., Chicago. He became a vice 
president of Implement & Tractor 
Publications in 1946 

Mr. Squire was a member of the 
National Industrial Advertisers As- 


sociation. 


Don Gussow Publications, (ne. 


Information Headquorters of the Billion Dollar Industries They Serve 
CANDY INDUSTRY + BOTTLING INDUSTRY 
THE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St, N.Y.C. + MUrroy Hill 7-8771 


CHICAGO 30 Worth LaSalle Street i 
SAM FRANCISCO Simpson Revily ite 703 Ma 








ADVERTISING SPACE SALESMAN 
New York-New England sales territory open with mul 
tiple business paper publisher selling the top ABC 
publication in a major market. Suecessful space sell- 
ing record essential. Age 30-40. Salary, commis 
sions and expenses, For personal interview write com 
plete business experience, earnings and personal data 
in complete confidence. Our staff knows of this ad 
Box 488, INDUSTRIAL MARKETING 
200 E. Illinois St Chicago 11, III. 











Subscription sales organization has 
openings for business publications. 
National Coverage. Commission basis. 
Will do own financing. 

Box 487, INDUSTRIAL MARKETING 
200 E. Illinois St. Chicago 11, tl. 








For all the Facts 
on Industrial and 
Trade Market Data 


LOOK in 
Industrial Marketing's 1954 


MARKET DATA & 
DIRECTORY NUMBER 


SRSSSSSTSSSSESSTES SEE SE eee Besse e eee eee ee, 
Teese e estes eeeseeeeeseseeseeeseeseeeeeee 





Index to Advertisers 





*Abernethy Publications ........ 36 
*Advertisers’ Research Service 174 
Air Force .....-... . B@ 
*American Artisan ........... 2 

American Aviation .... ae, 
*American Ceramic Society .... 166 
American Chemical Society, 

The ayy 50, 145 
*American Engineer : cas ee 
*American Metal Market 163 
*American Society of Civil Engi- 

neers, The .. 107 
*American Society of Mechanical 

Engineers ... 

*American Society of Tool Engi- 

neers, The ... Insert Between 32-33 
American Type Founders ...... 173 
Analytical Chemistry ...... . 145 
*Annual Meat Packers Guide .... 165 
*Applied Hydraulics 104-105 
*Architectural Record . .. 56-57 
*A.S.M.E. Mechanical Catalog and 

Directory . 135 
* Associated Construction Publica- 

tions ... 40:0 ea 
*Automotive Industries ....... 75 
*Aviation Age .. ; . 124-125 
*Bacon’s Clipping Bureau ....... 160 
*Bedding .... . ae 
Black Diamond ... oo 166 
*Blast Furnace and Steel Plant .. 103 
*Bramson Publishing Co. ........ 97 
Business Week 

Insert Between 64-65 
*Butane-Propane News 29 
Cahir Publishing Co. .. 
Canadian Industrial Equipment 

News Se yeaae ne 
*Candy Industry . .. 174 
*Ceramic Bulletin ........ .. 166 
Chemical & Engineering News .. 50 
Chemical Engineering 130-131 
Chemical Engineering Catalog .. 37 
*Chemical Engineering Progress. 8 
Chemical Materials Catalog 60-61 
*Chemical Processing ... 78-79 
Chemical Week 90-91 
*Chicago Thrift-Etching — 6 i 
*Chilton Publications 
*Civil Engineering .. 

*Clark Publishing Co. .. 5 
Cleaning and weed World .. 25 
*Coal Age .... 2nd Cover 
Coal Mining ; 
*Commercial Fertilizer 
*Commercial Refrigeration & 

Air Conditioning .. ; 
*Conover-Mast Corp. .. 26-27, Facing 

Page 65, 120, 124-125, 4th Cover 
*Conover-Mast Purchasing 

Directory Facing Page 65 
*Construction Bulletin ........ 30-31 
*Construction Digest .......... 30-31 
*Construction Equipment .. 4th Cover 
*Construction News Monthly 30-31, =“ 
*Constructioneer 
*Consulting Engineer .... 

Insert Between 16- 17 
«Contractors & Engineers .. 156-157 
Contractors’ Electrical Equipment 12 
Da-Lite Screen Co., Inc. ...... 44 
*Daily Journal of Commerce .... 170 
*Dixie Contractor, The . 30-31 
*Dodge Corp., F. W. ... 

. 34-35, 56- 57, 112- 113 
*Domestic Engineering 
*Electric Light & Power 
Electrical Equipment 
Electrical Manufacturing .. 


104-105 


Electronic Equipment ee 
Engineering News-Record ...... 151 
*Factory Management & 
Maintenance .. Rare 116-117 
*Flow SARE ? , 104-105 
*Food Engineering .. 20-21 
*Food Processing : .... 78-79 
*Fritz Publications, RG scxcss 161 
*Fuel & Oil Heat 172 
Gage Publishing Co. ... 86-87 
*Gardner Displays ...... ae Wed 
*Gardner Publications .. . 
*Gas Heat ... ita «. 476 
Gray, Inc:, Russell T. ........ 149 
*Gulf Publishing Co. . 66-68, 81 
*Gussow Publications Inc., Don . 174 
*Haywood Publishing Co. = 77 
*Heating & Ventilating . . 72-73 
*Heating, Piping & Air 
Conditioning ... Jae. 1050) 
*Heating Publishers, “Inc. 172, 176 
*Heinn Company, The 22 
*Hitchcock Publishing Co. ey ee 
*Implement Record ........... 101 
*Industrial Equipment News .... 19 
*Industrial Heating “ane Ae ~« 467 
*Industrial Maintenance Coa 39 
*Industrial Press, The 72-73, 85 
*Industrial Publishing Co. 104-105 
*Industry and Power .. 
... Insert Between 16-17 
*Industry & Welding 104-105 
*Institute of Radio Engineers, Inc., 
The re . 127 
International Dairy Show .. 171 
International Transparency Co. . 170 
*Iron Age .... 98-99 
*Tron & Steel Engineer Rhee ie aa 
Ivel Corporation occa Se 
*Jenkins Publications, Inc. .... 29 
*Journal of the American Concrete 
Institute tte 
*Keeney Publishing Se ..:, 2, 10-11 
*King Publications 41, 101, 140 
*Knitter, The .... ee 
Lumber and Building Material 
Dealer . 
*Machine and Tool Blue Book an ee 
* Machinery ee 85 
*MacRae’s Blue Book . ee 153 
*Maintenance Publishing Co. 39 
*Marine Catalog and Directory . 55 
*Marine Engineering .. 55 
Marsteller, Gebhardt & Reed, Inc. 16 
*Mass Transportation Dee Qhe Oe Ge RO 
*Mauje: Publishing Co. 
Insert Between 16- 17 
*McGraw-Hill Publishing Co., Inc. 
...... 2nd Cover, 20-21, 89, 90-91, 
108-109, 116-117, 130-131, 139, 151, 
3rd Cover, Insert Between 64-65 
*Mechanical Catalog ....... 135 
,Metal-Working ..... . 6-7 
*Meyercord Company, The . 160 
*Michigan Contractor & Builder 30-31 
*Mid-West Contractor . 30-31 
*Mill & Factory 26-27 
*Mississippi Valley Contractor . 30-31 
*Modern Machine Shop . 47 
*Modern Railroads ........ 4-5 
National Business Publications, 
Eee! os ; sie a, AOOmO? 
National Industrial ‘Adv. Ass’n 143 
*National Provisioner, The ...... 165 
*New England Construction .... 30-31 
*New South Baker ........ 36 
*Occupational Hazards 104-105 
Oil and Gas Journal, The 129 
*Panamerican Publishing Co. .... 46 


*Paper & Pulp Mill Catalogue 
"Paper Industry, The ... 
*Petroleum Engineer, The 
*Petroleum Processing 
*Petroleum Refiner . 

*Pit and Quarry 

*Plant Engineering . 

Plumbing & Heating Business 
*Power Engineering ; 
*Precision Metal Molding 104-105 
*Proceedings of the I.R.E. 127 
*Product Design & Development 38 
*Production Engineering & Mgmt. 97 
*Public Works a 
*Purchasing .. 120 
“Putman Publishing Co. 78-79 
*Railway Age 94-95 
*Railway Locomotives and Cars 94-95 
*Railway Signaling and 

Communications 
Railway Track and Structures 
*Reinhold Publishing Corp. .. 

37, 50, 60-61, 145 

Remington Rand, Inc. 119 
*SAE Journal 115 
“Saturday Evening Post, The 123 
Seal-O-Matic Machine Mfg. Co. 163 
Sickles Photo-Reporting Service 174 
*Simmons-Boardman Pub. 

Corp. 55, 94-95 
*Smith, Inc., Harry W. 166 
*Smith Publishing Co., 

W.R.C. 93, 146-147 
*Snips Magazine . 174 
*Society of Automotive Engineers, 

The ae 
*Southern Advertising and 

Publishing 
“Southern Food Processor 
*Southern Garment Manufacturer 
*Southern Jeweler .. 

*Southern Power and Industry 
*Southern Printer ae 
*Southern Pulp and Paper 

Manufacturer 
*Southern Stationer and Office 

Outfitter .. 

*Southwest Builder & Contractor 30-31 
*Steel Processing : ¥ 133 
*Steel Publications, Inc. .. 103, 133 

Sutton Publishing Co., 

Inc. 6-7, 12, 13, 49 
*Sweet’s Catalog Service ... 
34- 35, “112-113 
*T echnical Publishing Co. 

14-15, 82-83 

*Texas Contractor 30-31 

*Textile Industries 146-147 

*Textile World ... , 139 

*Textiles Panamericanos 46 

*Thomas Publishing Co. 1, 19 

*Thomas Register 1 
*Tool Engineer, The 

Insert Between 32-33 

Tweco Products Company 174 

University of Chicago, The 173 
*Vance Publishing Corp. 164 
*Wall St. Journal ... vallna uaa 
Warren Company, S. D. 24 
*Western Builder 
*Western Construction 
*Western Industry 
*Western Union 
Wilson-Jones Company 
*Wood and Wood Products 
*Wood Working Digest 
Woodall Co., Inc., The, W. P. . 
*World Oil 


94-95 
94-95 


“For detailed reference data see The Annual Market Data & Directory Number 
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GAS HEAT IS A DEALER MAGAZINE DESIGNED 
TO HELP the installing dealer, the man with 
technical as well as sales problems. He is a small 
business man with an average 6.7 employees who 
sell, install and service gas-fired apphances and 
equipment. He is distinguished from the usual 
appliance, furniture or hardware store because he 
sells installed equipment, gas conversion burners 
furnaces, boilers, wall furnace pace heaters 
unit heaters, floor furnaces, water heaters. incir 
erators and dryers, none of which are “packaged” 
appliances. They require a technical skill to cal 
culate thew sizes and capacities, to install and 
service. This is the GAS HEAT dealer. This is the 
man to whom GAS HEAT talks. It tells him how 
to sell, how to service, quirks to look for, about 
new appliances and models he can sell. It is the 
ONLY business magazine tailored to his needs 
Almost 3,000 of our dealer readers are subscribers 
whose subscriptions are paid for by local gas 
companies. They are selected dealers, and the 
gas compames want them to read GAS HEAT 
Magazine to help educate them im gas heating 
and to stimulate thei gas heating activities 
Another trend is shown by the increasing number 
of subscriptions we are getting from L-P Gas 
dealers. They are independent of the pipe lines 
and focal shut downs and many of them know 
the inherent profit possibilities of selling gas for 
comfort and water heating. Some of them actually 
sell and install the equipment, and then supply 
the gas by tank, or they co-operate with local heating 
dealers in order to secure gas contracts. But 
whatever their activity, they know that familiarity 
with gas heating methods and developments is 
a definite asset to them, and GAS HEAT is the 
only magazine devoted 100° to gas heating and 
water heating 

HEATING PUBLISHERS, Inc. 

2 W. 45th St., New York 36, N. Y. 
(MUrray Hill 2-4786) 





for Name Plates 
that help sell! 


Ani vou satisfied with 


your product's identification? Sales and 
advertising men know how valuable a 
! irkling name plate ean be. Let us he Ip 
you create standout identification that 
mM irks 
sketeh 


, 
or blue print for design suggestion and 


reflects your produet’s quality 
it for more sales. Send a rough 
quotation, Write for your copy 

ol Etehed or 
Metal Products of Quality” 


with full eolor examples of our 


l ithographed 


name and instruction plates. 


CHICAGO THRIFT—ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 
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Which ad 
attracted 
more readers? 


s tHE New Departure ad attracted 
more readers who merely “noted” 
the ad, and McGill’s editorial-type 
ad attracted more readers who read 
most of the copy. 
This follows the 
lished in 


pattern estab- 
studies of conven- 


Edi- 


attract a 


most 
tional vs. editorial-type ads. 
torial-type ads _ usually 
relatively large number of thorough 
readers whereas a conventional ad 
with a big illustration usually at- 
tracts more casual readers. 

One reason may be that the edi- 
torial-type ads often have a large 


McGill 
Seen- 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 65 


of copy McGill used 
much copy as New De- 
parture. The latter used one large, 
black illustration, hard for the eye 
but followed up with 


amount 


twice as 


to resist 
less to say. 
The relationship 
two ads is similar to the findings of 
an exhaustive study of consumer 
ads. The scores of the McGill and 
New Departure ads, reported by 
Daniel Starch & Staff, Mamaroneck, 
N. Y., and the readership ratios of 
the ads in the consumer study fol- 


between these 


low below: 


New Departure 


Seen- Read 


Noted Assoc. Most 





Editorial-Type 
Seen- 


Noted Assoc. 


Conventional 


Seen- Read 


Noted Assoc. Most 








QO Noted den 


readers who, when ir 


© Seen-Associated denotes the } 


@ Read Most 


Cost Ratio etween 
the cost per | jred readers (who “noted,” 
and the 


for 





Kemper-Thomas buys Osborne 
in ad calendar field 


Two 


calendar and 


@ CINCINNATI companies 


in the advertising 
specialty field are joining forces as 
the result of the acquisition of the 


Osborne Co., Clifton, N. J. by the 
Kemper-Thomas Co., Cincinnati. 
Stanley W. Allen, Sr., chairman of 
the Kemper-Thomas said 
that sales policies and key person- 


board, 


nel in both organizations will remain 


unchanged 





“SHOULD | USE A NUMBER OF PUBLICATIONS 
... OR CONCENTRATE IN A FEW?” ‘ 


Case Study Shows: MORE SPACE IN FEWER, 


MORE CAREFULLY SELECTED, BUSINESS PUB- 


LICATIONS PROVIDES MAXIMUM EFFECTIVENESS. 


PROCEDURE: 18 leading industrial 
advertisers conducted a cooperative 
readership study to determine how to 
reach their markets, and the buying in- 
fluence within those markets, most ef- 
fectively ... and at the least cost. 
Each advertiser mailed a jointly ap- 
proved, uniform questionnaire to a cross 
section of his customers and prospects. 
[ach made control checks on his own 
returns. The consolidated returns were 
tabulated by the McGraw-Hill Research 
Department. Total mailings— 198,837; 
Response—42,878 (a return of 21.6% 


RESULTS: The figures in this compos- 
ite chart are based on averages of pub 
lications serving nine fields developed 
from the survey findings. They do not 
provide a rule as to whether one, two or 
three publications should be used to 
cover a specific field. As a matter of fact, 
duplication or overlapping coverage 
may be desirable under certain condi 
tions, particularly if it can be purchased 
at the right cost. However, the average 
3rd, 4th and 5th publications shown here 
provide relatively few total contacts at 
a high cost per contact and add com 


paratively few new contacts to those 
provided by the Ist and 2nd pub 
lications, 

These results do point up and establish 
this general principle: On the average, 
the Ist and 2nd publications provide 
84% coverage of the individuals reached 
by all five publications—at 46° % of th 
total cost of the five publications. B« 
yond this point, the law of diminishing 
returns —i.e.: the high cost of buying 
relatively little additional coverage 
takes over, 





100 
97 


cL HOW ADVERTISING VALUES DIMINISH le 











LEADING 
PUBLICATION 


ee -—--3----— —— 
& 


COVERAGE —> 











COVERAGE NOT PROVIDED BY 
ANY PREVIOUS PUBLICATION 


DUPLICATION WITH ALL 
PRECEDING PUBLICATIONS 


TOTAL UNDUPLICATED COVERAGE OF 


ALL FIVE PUBLICATIONS = 100% 


TOTAL COST OF ALL FIVE 
PUBLICATIONS = 100% 


Based on the Cooperative Readership Study, 1951 
4 bianca 1 











COST —> 26 
CONCLUSIONS High coverage—and 


maximum impact—can be obtained 
most economically by concentration, 
rather than scatteration, of advertising 
dollars. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


FI) 330 WEST 42nd STREET, NEW YORK 36, N. Y. CAB) 


46 67 86 100 
The material for this advertisement was securea ,rom our Research Department's 
Laboratory of Advertising Performance, LAP +1121. A complete report of the study 
is in our booklet, ‘New Yardsticks of Media Value.” If you would like a copy of the 
booklet, or need other facts on subjects related to business paper advertising, ask your 


McGraw-Hill man. 
a, 
\ 





Not only inquiries —But 


SALES 


Construction Equipment Magazine Sells EVERY type of equipment 


I] Lincoln Lubricating Units 


A. R. Kioos, Advertising Manager of Lincoln 
Engineering Co., writes: 

“You will be interested in the superb selling job 
CONSTRUCTION EQUIPMENT is doing for us. Taking 
September, 1952 as a random choice, we found we 
had received 86 inquiries from which we traced 11 
completed sales within the month, ranging from $1,480 
to $2,392 per unit.” 


12 Payloader Units 


Ray WIGGERS, Advertising Manager of 

Frank G. Hough Co., writes: 

“CONSTRUCTION EQUIPMENT brought us 154 inquiries 
from which we have been able to trace twelve sales of 
‘Payloader’ units... at $3,700 to $12,000 (each). 
You have produced more inquiries and more trace- 
able sales than any other publication.” 


24 Backfill Tampers 


EDWARD F. TAYLOR, V ice President, Gunderson-Taylor 
Machinery Co., writes: 

“98 inquiries resulted in 24 traceable new-customer 
sales... CONSTRUCTION EQUIPMENT is read by men 
of responsibility who can buy.” 


3 Mack Trucks 


L. E. MATZNER, Manager, Advertising and 
Sales Promotion, Mack Motor Truck 
Corporation, writes: 

“One inquiry from CONSTRUCTION EQuIp- 
MENT Magazine resulted in a sale of three 
of our large units.” 





Construction Equipment 


Ng P| THE EQUIPMENT APPLICATION MAGAZINE cca] 
A Conover-Mast Publication, 205 East 42nd Street, New York 17, N.Y. 











